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ABSTRACT 
The Roles of Product Type and Product Newness in Consumer Value 
Co-creation for Luxury Brands 
by 
LU Qi 
Master of Philosophy 
 
 
The study examines the effect of consumer co-creation in different new product 
development stages on consumer loyalty, purchase intention and word-of-mouth. It 
also examines (a) the mediating role of consumer perceived value, (b) the 
moderating effect of product type (search goods vs. experience goods) and (c) the 
influence of product newness (high-level vs. low-level) on the moderating effect of 
product type. Two scenario-based experiments on real luxury buyers in China were 
conducted to test the proposed hypotheses.  
 
The findings show that co-creation at the early (vs. late) stage have a greater 
positive impact on consumer loyalty, purchase intention and word-of-mouth. 
Moreover, consumer perceived value is found to mediate the relationship of 
consumer co-creation and consumer responses. Consumer value co-creation in the 
early stage has a greater positive effect on consumer loyalty and purchase intention 
for experience goods (vs. search goods). The moderating effect of the product type is 
influenced by product newness. When the level of the product newness is low, the 
moderating effect of the product type will be stronger. Managerial implications and 
recommendation for future research are discussed. 
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CHAPTER 1. INTRODUCTION 
 
1.1 Rationale of this Research 
 
In the past, new product development (NPD) was mainly conducted only by 
firms. And the failure of NPD was also very common because that firms lacked 
knowledge about consumer needs and preferences. However, the emergence of 
empowered customers in NPD activity (Seybold 2006) can provide opportunities to 
firms and increase the probability of new product success. With the development of 
internet and technology, some social media platforms, such as Facebook and Twitter 
boost consumers’ involving tendency in NPD. Consumers and firms can get mutual 
benefits from co-creating in the new product process. On the one hand, firms can get 
more information about consumer needs and develop new products that achieve their 
marketing goals (Hauser, Tellis, and Griffin 2006) as well as save their R&D budgets 
(Hoyer et al. 2010). On the other hand, co-creation activities also can solve the 
problem that the consumption itself cannot fulfill consumers’ needs (Dholakia and 
Venkatesh 1995), because creative activities are more likely to meet the intrinsic 
needs according to the cognitive psychology (Csikszentmihalyi 1996; Deci and Ryan 
1985). Therefore, both firms and consumers can get benefits from the co-creation 
activities. The trend of co-creation in the luxury industry is increasing. Gucci has 
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used the co-creation of brands as the way to to engage in dialogue with people. Its 
brand manager said that they can keep consumers under control by co-creation 
activities. Tommy Hilfiger invited consumers to join in the design process, and the 
co-creation initiative invited consumers to select and vote on their favorite Tommy x 
Gigi looks over social media, with the winning pieces being produced and sold on 
the runway this February. Burberry demonstrated the power of co-creation and 
delivered value and profit by allowing customer participation to balance the 
producer’s desire for mass production. 
 
However, there are some research articles that have clearly analyzed the 
mechanism of this value co-creation process and the mediating factors under this 
phenomenon. Likewise, some research also wonder about how companies can 
increase its growth and profitability through co-creation with consumers on the NPD 
process (von Hippel 2005). All these questions have caught the attention of the 
marketing researchers and managers. 
 
Firms can decide the co-creation with consumers in all stages of this process. 
For example, Japanese brand MUJI has developed its product based on consumers’ 
ideas for more than 10 years. People can combine their ideas with MUJI simple 
products and post their designs online for others to vote. And if the design can get 
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more than 1,000 supporters, MUJI will produce it for the designer. This kind of 
co-creation helps MUJI get excellent performances both on reputation and profit 
(Nishikawa 2013). In luxury industry, the co-creation trend is also rising. Burberry 
lets consumers to design their own trench coats by adding to the simple design, and 
choosing the style, colour, and fabric on a social media platform. And a luxury 
brand, Massi, involves its fans in the late stage of NPD to vote for their favorite 
products on Facebook.  
 
However, it is obvious that the firm has its unique ways to co-create with 
consumers, and co-creation need to choose the right point in the innovation process 
to involve consumers. Definitely, the new product development is a continuous 
process, this study focuses on the “fuzzy front-end” (FFE) process, which is one of 
the most important product development processes. What’s more, it is also the 
greatest weakness in product innovation for managers at many companies. This stage 
includes six steps: the formulation of product strategy, the identification of 
opportunity, idea generation, idea selection, the development of concept and new 
product development decisions (Koen, et al. 2001). Accordingly, this stage is often 
treated as the root of success for companies to compete for innovation (Reid and 
Brentani 2004). According to some examples, consumers’ co-creation involves two 
key elements: contribution, such as submitting content and selection, such as 
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choosing which of these submissions will be retained (O’Hern and Rindfleisch 
2010). In this research, the formulation of product strategy, the identification of 
opportunity and idea generation are defined as the “early stage”, and idea selection, 
concept development and new product development decisions are defined as the 
“late stage”. 
 
According to some previous researches, negative outcomes realized in users 
design-the early stage of NPD in the luxury domain can be decreased if the product 
category is of lower status relevance (Fuchs et al. 2013), and for the co-creation in 
the late stage, the firm should produce the new products that have the highest user 
scores (Hoyer et al. 2010). Therefore, this study assumes that the effect of 
co-creation activities may differ on different stages.  
 
1.2 Research Objectives  
 
Based on the involvement theory, this study extends co-creation literature by 
integrating the social judgment theory and cost-benefit framework, and explores the 
effect of co-creation in the luxury industry.  
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Specifically, the objectives of this study are as following: first, according to the 
involvement theory, this research considers the different co-creation stages (early vs. 
late stage) would generate different level of consumer involvement. Thus, this study 
aims to test the effect of consumer value co-creation on different NPD stages (early 
vs. late stage) on consumer loyalty, purchase intention and word-of-mouth. Second, 
this study investigates the mediating role of consumer perceived value to further 
understand the mechanism of this relationship. Third, based on the social judgment 
theory and cost-benefit framework, this study examines the moderating effects of 
product types and studies the impact of product newness (high-level vs. low-level) 
on the moderating effect of product type.  
 
This research adopts the quantitative study method for empirical analyses. The 
results based on two main studies in major cities of China. This study aims to find 
answers to the following questions: 
• In which stage (early vs. late) will consumer co-creation lead to a higher 
level of consumer loyalty, purchase intention and word-of-mouth for luxury brands?  
• Does consumer perceived value have the mediating role in this 
relationship? 
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• What is the moderating role of luxury products types (search product vs. 
experience product) in the effect of consumer co-creation on consumer perceived 
value? 
• What is the effect of product newness (low-level vs. high-level) on the 
moderating role of product type?  
 
The research findings of this study have meaningful implications for 
understanding the role of co-creation in NPD. For the concept of consumer 
co-creation, our study contributes to literatures on consumer co-creation and new 
product development. Moreover, it also makes some managerial contributions for 
luxury brands managers.  
 
1.3 Organization of the Thesis 
 
According to the introduction in Chapter 1, this paper reviews related literature 
on consumer value co-creation, new product development, involvement and 
involvement theory, social judgment theory and cost-benefit framework. This part 
gives a brief review of the literature on those extant theories and elaborates the 
research gap. In Chapter 3, the conceptual framework and hypotheses have been 
developed. In the first part, this paper provides the conceptual framework. In the 
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second part, based on related theories and prior research, all hypotheses have been 
developed. To verify these hypotheses, Chapter 4 illustrates the methodology, 
including the details of pilot study and two main experiments. The results of two 
studies and data analysis are presented in Chapter 5. Chapter 6 is the conclusion and 
discussion part that presents final conclusion, contributions, limitations that address 
some research directions for future research. 
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CHAPTER 2. LITERATURE REVIEW 
 
In this section, the conceptualization of luxury brands and consumer value 
co-creation has been clarified first. Then, it is followed by a review of literature on 
new product development process and a summary of typical articles on co-creation in 
the NPD process. What’s more, the limitations of these typical researches have also 
been pointed out. Third, this part analyzes the literature of involvement and 
involvement theory, social judgment theory and cost-benefit framework. In literature 
review, the extant theories and research gaps have been elaborated. 
  
2.1 Consumer Value Co-creation and Luxury Brands 
 
2.1.1 Conceptualization of Luxury Brands 
Traditionally, some academic researchers have studied luxury products on the 
basis of economics and sociology. However, there are increasing number of 
marketing articles focused on the definition of luxury brands. Dubois and Duquesne 
(1993) noted that it is difficult to define luxury brands, and the point that separate 
luxury product from ordinary product is judged by consumers. The definition of 
luxury brand associates with extravagance, prestige and elitism (Dubois and Czellar 
2002). Luxury brand contains more psychological elements than other brands. It 
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provides consumers with a status perception and ownership through sign-value 
(Moore and Birtwistle 2005). And people’s intention of purchasing behavior for this 
kind of brand is often to impress others with symbolic signals or distinguish 
themselves from others to build a higher social status (Dubois and Czellar 2002). 
Olsen (2012) proposed that functional needs and expressive needs are two kinds of 
consumer needs. More particularly, it means that luxury can be viewed as a major 
provider of unique, rare, special or even never-had-before experiences. Nia and 
Zaichkowsky (2000) suggested that the purchase of luxury goods itself is usually 
high-end consumer behavior not only to enhance personal taste of life, but also to 
meet personal self-esteem. While the functionality of luxury products is relatively 
low, that is, it is mainly exposed personal social status and prestige purposes 
(Grossman and Shapiro 1988). Luxury products in the market have the highest 
reputation and quality, so its product price is usually higher than other similar 
products (Wiedmann 2007). Thus, the definition of luxury should have a subjective 
and multifaceted structure rather than following a narrow idea (Wiedmann 2007). 
 
 Researchers have agreed that luxury is not defined as a category of products 
but a conceptual and symbolic dimension, which includes values that are strongly 
related to cultural elements and socioeconomic context (Vickers and Renand 2003). 
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Vickers and Renand (2003) also recognized luxury products as symbols of personal 
and social identity. 
 
The conception of a luxury brand was first proposed by Vigneron and Johnson 
(2004), and then Wiedman et al. (2007) further defined it as the highest level of 
prestigious brands that provide several types of physical and psychological values. 
Lots of literature have supposed that the definition of luxury brands always relates to 
the culture. Luxury brand is a combination of ethics and aesthetics, and luxury 
brands can provide consumers a sensuous world (Wiedman et al. 2007). Moreover, 
luxury brands are always consistent with consumers’ dream and emotion, so that 
consumers forget the actual economic considerations. There are also six features of 
luxury brands, including excellent qualities, expensive prices, scarcity, aesthetics, 
value, heritage of history and non-necessity (Dubois, Laurent and Czellar 2001). 
Luxury brands identify high quality, expensive and non-essential products and 
services that are perceived by consumers as rare, exclusive, prestigious, and 
authentic and that offer high-levels of symbolic and emotional value (Tynan, 
McKechnie and Chhuon 2010). Luxury brands can transfer esteem to their owner 
and satisfy their psychological and functional needs. These characteristics can 
distinguish luxury from non-luxury products (Arghavan and Zaichkowsky 2000). 
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Nowadays, brand managers usually use the term luxury to make consumers purchase 
more expensive products (Tynan et al. 2010).  
 
2.1.2 Consumer Value Co-creation 
Since the early 2000s, consultants and companies have deployed co-creation as 
a way to involve consumers in the product design process. The concept of value 
co-creation was based on the service-dominant logic (SDL) of marketing (Vargo and 
Lusch 2004), and the research interest in this area has been increasing in recent years 
in both academic and managerial fields. Co-creation has been treated as a way to 
engage consumers in product design since the early 2000s, but it is much broader 
than just engagement (Ramaswamy 2011). The core of co-creation is the creativity of 
consumers, and the heart of co-creation is harnessing the creativity of consumers and 
employees. Co-creation is creating value based on experiences through engagement 
platforms that expand ecosystems. It also provides a continuous feedback loop of 
ideas that are a part of the decision-making process of the enterprise. Co-creation can 
be deployed in each process of the firm, and firms can get ideas and feedbacks to 
make their future decisions. For example, Nike has built a platform for users to share 
their running data with others on Facebook. With the collaboration with Apple, Nike 
can use this data to innovate their product. 
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In this study, the definition of co-creation is adopted from Prahalad and 
Ramaswamy (2004) that co-creation is the joint creation of value of companies and 
consumers, which makes consumers to co-construct the product and service. Studies 
of value co-creation are in different contexts, such as consumer relationship, 
stakeholder interaction, consumer centralism, co-design, self-service, co-production, 
relationship marketing and so on (Fournier 1998). Therefore, Cova et al. (2011) 
supposed that researches on value co-creation are not built on a consistent theoretical 
perspective of value co-creation, resulting in an understanding that is equivocal at 
best. 
 
2.1.3 Consumer Value Co-creation with Luxury Brands 
Some recent literature has emphasized the importance of value co-creation in 
the luxury goods market. Tynan et al. (2010) pointed out that with the dramatic 
growth of the global luxury market, luxury brands cannot ensure that consumers 
perceived value is sufficient to compensate for the high process. Based on the 
service-oriented research, the co-creation between consumers and brands can focus 
on personalized brand experiences. As luxury brands are difficult to define (Dubois 
and Duquesne 1993), the development of understanding consumer value can be 
important for luxury brands. Smith (2016) identified some key drivers of 
consumption in the emerging economy and explored the different impacts of key 
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drivers on the co-creation value of luxury goods. Stiehler (2016) investigated 
consumer meaning-making and brand co-creation and the role of brand value and the 
consumption context of luxury goods in the emerging South African market, finding 
that different levels of brand knowledge produce different meanings to co-created 
brands. Bass (2016) conducted a case study of Burberry to investigate how and why 
its consumers create value via digital media. Ghanei (2013) explained the five values 
that are created through this interaction between luxury brand and luxury customers. 
Hughes et al. (2016) studied Tiffany and Co.’s social media-based site and its use of 
stories as co-created marketing content, which enables consumers to share their 
personal experiences through narratives and provides contextualized connections 
among community members through shared experiences. Especially, the consumer 
brand experience can be improved by co-creation activities (Tynan et al. 2010). 
Therefore, there is a link between a service-dominant logic domain of co-creating 
value (Vargo and Lusch 2004) with luxury products. 
  
2.2 New Product Development 
 
2.2.1 Conceptualization of New Product Development 
New product development (NPD) process is important for the company. And it 
is easy to fail because of the information asymmetry, which means the disparity of 
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consumers’ information and firms’ information (von Hippel 2005). In general, firms 
need to understand consumers’ demand deeply and generate products based on 
consumer analysis. However, as pointed out by von Hippel (2005), firms are difficult 
to fully understand consumers’ deep and complex needs. Therefore, most NPD 
failures are due to the firm’s inability to identify and meet consumer needs 
accurately (Ogawa and Piller 2006).  
 
Numerous scholars discussed the role of customer orientation in NPD success. 
There are two aspects of market orientation: market intelligence and customer 
orientation. Ming-Hung Hsieh (2008) visited 112 Taiwan biotech companies to 
investigate the relationship between market orientation, including customer 
orientation, competition-oriented and cross-functional coordination, and the 
relationship between product performance and product performance including 
market performance and financial performance, and it found that product advantages 
have a significant positive impact on market performance, but there is no significant 
impact on financial performance. NPD is a knowledge intensive activity that helps 
reduce risk in innovative product development through knowledge management 
methods and knowledge management systems. Büyüközkan and Feyzıog̃Lu (2004) 
discovered uncertainties associated with NPD are mainly from two stages based on 
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new product decisions: choosing new product concepts and choosing the right new 
product concept implementation. 
 
2.2.2 Consumer Value Co-creation in NPD 
Successful NPD requires two critical types of information: (1) information 
about consumer needs and (2) information about how best to solve these needs 
(Thomke and Hippel 2002; von Hippel 2005). Traditionally, consumers have the 
most accurate and detailed knowledge of the first type of information while 
manufacturers have the most accurate and detailed knowledge about the second type. 
This disparity creates a condition of information asymmetry (von Hippel 2005). As 
suggested by von Hippel (2005), consumers’ needs are deep and complex. 
Traditional market research methods cannot fully realize consumers’ demand. 
Therefore, most failures of new product development are due to a company’s 
inability to accurately assess and satisfy consumer needs (Ogawa and Piller 2006). In 
addition, consumers also tend to be increasingly less satisfied by the act of 
consumption itself (Firat, Dholakia and Venkatesh 1995). Their intrinsic 
psychological needs cannot be fulfilled by material objects (Richins and Dawson 
1992). Basing on cognitive psychology, creative activities could meet the intrinsic 
needs (Deci and Ryan 1985). Thus, by consumers’ creative contributions, they may 
get psychological benefits that they cannot normally achieve only by consumption. 
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Therefore, co-creation with consumers gives a way to cope with the information 
asymmetry by combining consumers’ needs with firms’ capabilities to maximize the 
success rate of NPD. Recently, consumer co-creation in the NPD process has 
attracted much more attentions from scholar.  
 
There already have been some experimental studies of co-creation and NPD, 
and a summary of some typical literature in this area has been shown below (Table 
1).  
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Table 1: Summary of Typical Literature on Co-creation in NPD 
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2.3 Involvement and Involvement Theory 
 
2.3.1 Involvement 
In consumer research area, involvement has an important role in moderating and 
explaining variable relationships (Dholakia 1995).The level of involvement that has 
antecedents can influence a series of consumer behaviour decisions (Zaichkowsky 
1986). The conception of involvement is widely used in marketing, especially in 
consumer behaviour study. The involvement concept can explain consumers’ 
attitudes on an activity and behaviour intentions (Arora 1985). If we want to test and 
predict consumer behaviour, the degree of consumer involvement would be helpful. 
What’s more, the involvement degree will impact consumers’ information processing 
and behaviours(Broderick and Mueller 1999). Involving in NPD process can 
generate a closer fit of co-created product. Thus it can increase loyalty on the product 
(Franke, Keinz and Steger 2009). Besides, involving process makes consumers better 
acquainted with the difficulties of creating a new product, leading to positive 
attitudes such as preferences and appreciation on the product (Dabholkar 1990).  
 
2.3.2 Classification of Involvement 
Park and Young (1983) divided the involvement into the cognitive involvement 
and emotional involvement according to the nature of the involvement. The former 
means consumers perceived by their own information or the relevance of the subject 
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is based on product efficacy, performance and other practical elements; the latter 
refers to the consumer perceived correlation based on the product of symbolic and 
self-image display. Zaichkowsky (1986) divided it into three categories: product 
involvement, advertising involvement and purchase decision-making according to 
the performance classification of the individual involvement. Advertising involved 
refers to the degree of concern given by the audience for the advertising information 
or contact with the psychological state of advertising; product involvement refers to 
the degree of consumer attention to the product, as well as personal subjective 
awareness of the product; purchasing decision-making involves the consumer's 
attention to a buying activity. Andrews, Durvasula and Syed (1990) classified 
involvement as personal involvement, product involvement and reaction 
involvement. Personal involvement is also known as contextual involvement, which 
refers to consumer involvement from the subjective level of awareness or attention to 
the perspective of the level of involvement. Product involvement is also known as 
continuous involvement, which refers to different types of products usually 
correspond to varying degrees of involvement in the level of self-concept, 
personality, needs, goals, etc. The degree of reaction involvement refers to that the 
individual in the information collection process and decision-making process has a 
temporary, complex involvement. It evolved from product involvement and 
situational involvement. 
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2.3.3 Involvement Theory 
Involvement theory is often applied in behavioral studies. The involvement is 
important to explain variable relationships (Dholakia 1995). There are three main 
models in involvement theory, and our research is built on the model built by 
Andrews et al. In 1990. Andrews et al. proposed a framework for the 
conceptualization and measurement of involvement construct following several 
researches. In this framework, the involvement consists of antecedents, properties, 
measures, potential problems, and consequences that be examined. This model 
proposes that involvement process has three major features: intensity, persistence 
and direction, and these properties can affect people’s responds to external stimulus. 
To be more specific, involvement intensity means the degree of arousal or 
preparedness of the involved consumer with respect to the goal-related objects. The 
level of intensity varies and is influenced by the difference of product types, 
situations, and individual conditions. Involvement direction means the stimulus of 
product. Involvement persistence indicates the duration of involvement intensity. 
Thus, consumers’ involvement may have different levels because of the product 
type, involvement conditions and comparatively time periods. And these factors may 
influence the level of involvement, then consumers’ responses would also be 
different. Among prior studies of co-creation, researches seldom investigate the 
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effect of different co-creation conditions. For example, co-creation with consumers 
in the early stage of NPD may make them aware of the brand and new products for a 
relatively longer time than in the late stage, and co-creation in the early stage needs 
more consumers’ knowledge about the brand and its products. Existed researches has 
proposed that the early stage of the NPD is important for new product development 
success (Cooper 1990). Consumer co-creation of the ideation and product conception 
stage can contribute more to new product performance (Gruner and Homburg 2000). 
 
2.4 Consumer Perceived Value 
 
In markets with extremely intensive competition and increasing information 
asymmetry, consumers become the key point of value maximization with guaranteed 
search costs and limited knowledge, flexibility, income and so on. The perceived 
value of purchasing decisions becomes a decisive influence variable. Therefore, the 
study of consumer perceived value has important theoretical and practical value. 
The study of consumer perceived value emerged in the 1990s (Lapierre, J. 
2000), beginning with the efforts of people to continually seek new and more 
sustainable competitive advantages. The concept of consumer value chain put 
forward by Porter (1985) has become the basis of the development of consumer 
perceived value theory, and then the related theories and concepts such as consumer 
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activity cycle, value system, relationship management chain, value group, dynamic 
consumer value and perceived value have appeared. 
 
Traditionally, there are two different definitions of consumer perceived value: 
one is represented by Sweeney and Soutar (2001). They analyzed the consumer 
perceived value from the overall point of view, and divided the consumer perceived 
value into emotional value, social value, quality value, price value, etc., the other is 
represented by Zeithaml (1988), from the perspective of comparative analysis of 
consumer perceived value, she defined the consumer perceived value as perceived 
gains and perceived loss between the comparison. Philip Kotler's (1985) definition of 
consumer perceived value is: Consumer Perceptual Price (CPV), which means the 
difference between the value and the cost of the consumer who is expected to 
evaluate a supply and perceived value. These two aspects are not contradictory, and 
reflect the two stages of the formation of consumer perceived value. First, the 
consumer perceived value has different value content such as quality, price, 
behavioral price, respect and emotional response; then, the consumer evaluates the 
overall gain and loss to generate the final perceived result of the value. The 
expressions of consumer perceived value in marketing research are mainly from 
utility view, rational view and empirical view (Sánchez-Fernández and 
Iniesta-Bonillo 2007).  
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2.4.1 Characteristics of Consumer Perceived Value 
Since consumer satisfaction judgment should be based on consumer perceived 
value, the consumer perceived value has a lot of research validation for the 
consumer's decision. Heskett (2002) described it in the service profit chain model 
that consumer satisfaction is determined by the value of the consumer's perceived 
value. Ruyter (1997) and other scholars have conducted empirical research on the 
consumer perceived value of museums and tourism, and demonstrated the impact of 
value on consumer satisfaction from a processing perspective. McDougall (2000) 
further demonstrated the important role of consumer value in business management 
in the study of typical service industries, and thus leads to a positive correlation 
between perceived value and consumer satisfaction.  
 
What’s more, consumer value is a key factor in determining consumer loyalty 
(Zeithaml 1988), which dominates the consumer's choice. Consumer value has also 
become a new source of competitive advantage in the growing consumer market. As 
the value of consumer perceived in the process of using products or services, the 
perceived value of consumers is individuality and dynamic. Holbrook (1969) argued 
that consumer evaluation of values varies from person to person and varies by time 
and place. Bolton and Lemon (1999) suggested that different currency payments, 
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non-monetary payments, evaluation reference frameworks, and different consumer 
tastes affect the perceived value of consumer. They also pointed out that consumer 
perceived values include the value of the attribute hierarchy, the value of the results 
hierarchy, and the value of the ultimate goal. He used the Means-end to study the 
consumer value and proposed that the consumer forms the desired value in a 
means-by-purpose way. When purchasing and using a specific product, the consumer 
first considers the specific attributes of the product and the ability of those attributes 
to achieve the desired results, and then anticipates the achievement of the goal based 
on these results.  
 
2.4.2 Dimensions of Consumer Perceived Value 
Thaler (1985) argued that perceived value is constituted by the utility of the 
transaction and the utility of it. The utility of the transaction refers to the comparison 
of the reference money in the consumer's mind and the actual perceived currency 
payment, which are the comparison between the perceived benefit to the consumer 
and the actual perceived monetary contribution. Correspondingly, the consumer 
perceived value has been divided into perceived value and transaction value, which 
is the perceived value of the consumer's net income related to the acquisition of the 
product or service (Dodds et al 1991), and the transaction value is the consumer's 
perception of the difference between the intrinsic reference price and the actual 
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transaction price. Sheth et al (1991) divided consumer values into five aspects: 
functional value, social value, emotional value, cognitive value and conditional 
value. Sweeney and Soutar (2001) put forward that the perceived value of the 
product has four dimensions: quality factor, affective factor, price factor and social 
factor. Holbrook (1999) supposed that consumer value consists of profit value, 
experiential value and symbolic value. In service industry, consumers feel the 
benefits or reduce the cost of the utility of symbolic value through the promotion of 
consumer self-image, role status, group ownership and self-different awareness. The 
evaluation of the consumer perceived value should include time, space, functionality, 
and technicality. Time, space dimension of the service will inevitably bring negative 
value evaluation, but a high-level of time, space dimension of the service may not 
bring a positive impact on value evaluation (Trope, Liberman and Wakslak 2007). 
 
In luxury domain, consumer perceived values can be regarded as beliefs that 
guide the selection or evaluation of desirable behavior or end states (Schultz and 
Zelenzy 1999). Wiedmann, Hennigs and Siebels (2007) proposed a comprehensive 
luxury value model, which includes financial, functional, individual and social 
dimensions. According to the theory of impression management, consumers are 
highly drove by the internal factors to create a favorable social image from their 
purchase behaviors (Sallot 2002). 
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2.5 Social Judgment Theory and Cost-Benefit Framework 
 
In particular, Sherif et al. (1965) proposed the social judgment theory in the 
1960’s to explain the behaviour of how individuals evaluate and change their 
opinions based on interaction with others. The basic idea of social judgment theory is 
an individual changes attitude through a judgmental process. According to this, the 
degree of people’s tolerance is also an important factor in his responses to external 
stimuli and persuasive information (Sherif, et al. 1965). Moreover, there are three 
latitudes that are different among people, and the involvement and familiarity of the 
subject are the basis of these latitudes (Sherif, et al. 1965). The social judgment 
theory has been used in analyzing the decision making process, such as Dalgleish 
(1988). Brehmer (1976) pointed out that the general framework of social judgment 
theory as it applies to the analysis of interpersonal conflicts caused by cognitive 
differences. In social psychology research, Sarup et al. (1991) proposed that social 
judgments mediate attitude change, and demonstrate that contrast reduces the 
persuasive impact of discrepant messages. In marketing research domain, Cummings 
and Ostrom (1982) applied the social judgment theory to test price thresholds by 
measuring the influence of product involvement and price sensitivity on the 
respective latitudes of acceptance, rejection, and non-commitment. Dhir (1987) 
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supposed that social judgement theory offers a theoretical framework that will prove 
useful to researchers in the study of consumer behaviour. Vargo and Lusch (2004) 
applied the social judgment theory to measure the consumers’ evaluative reference 
scales 
 
The cost-benefit framework was proposed by Payne (1993), and then it has 
received the support of other scholars. Depending on this framework, consumers 
keep on searching information until the benefit from additional information is equal 
to the cognitive cost of it (Hoque and Lohse 1999). What’s more, in behavioral 
decision theory, cognitive cost means that consumers are under the condition of 
cost-benefit tradeoffs in the process of decision making (Shiv and Fedorikhin 1999). 
Therefore, with limited cognitive ability, consumers’ decisions and behaviors are 
based on their related cognitive costs (Watson and Spence 2007). Campbell and 
Brown (2005) presented cost-benefit analysis that incorporates all the usual concerns 
of cost-benefit analysts such as shadow-pricing to account for market failure, 
distribution of net benefits, sensitivity and risk analysis, cost of public funds, and 
environmental effects. Ratchford, B. T. (1982) presented an economic framework for 
measuring costs/benefits of search behaviour. Vessey, I. (1994) pointed out that the 
cost-benefit framework could be used to analyse decision makers behaviours of 
changing strategy so that they minimize the joint cost of effort and error in making a 
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decision. Puri (1996) proposed a 2-factor cognitive framework to explain consumer 
impulsiveness and applied it to predict when and how different appeals would work 
to control consumer impulsiveness under the cost-benefit framework. Baltas et al. 
(2010) related the number of stores patronized to a set of customer factors under 
cost-benefit analysis. Hsu, C. T. (2010) employed the cost-benefit framework to 
study consumers’ adoption of the mobile banking system. Krishnamurthy, S.(2001) 
built a comprehensive conceptual cost-benefit framework to explain the consumer 
experience in permission marketing programs and found that consumer interest was 
the key dependent variable that influences the degree of participation, while 
consumer interest was positively affected by message relevance and monetary 
benefit and negatively affected by information entry/modification costs, message 
processing costs and privacy costs.  
 
2.6 Research Gaps 
 
In conclusion, the trend of research on co-creation in the NPD process is 
increasing both in non-luxury domain and luxury domain. As showed in the above 
summary table, most researches have investigated the impact of co-creation on 
consumer responses, such as consumer demand, consumer satisfaction and consumer 
loyalty. However, consumers seem not be fulfilled by consumption itself (Firat, 
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Dholakia and Venkatesh 1995), and they need something to satisfy their 
psychological needs (Richins and Dawson 1992). However, previous researches did 
not investigate the underlying mechanism of co-creation effect on consumer 
responses. Therefore, this study aims to fill the research gap by testing the mediating 
role of consumer perceived value based on the involvement theory. Moreover, some 
researchers proposed that co-creation during certain stages would have a positive 
effect, but they did not clarify the certain stages. This study focuses on two stages of 
NPD, aiming to provide further information to brand managers. Besides, previous 
researches on luxury domain, such as Fuchs et al. (2013) studied buyers’ responses, 
while this study focuses on consumers who joined co-creation activities. With the 
development of Internet and technology, social media gives platforms for firms to 
join the co-creation effectively (Moon and Sproul, 2001). Consumers that join the 
co-creation activities can influence others on social media, thus, their attitudes and 
responses are important for firm’s marketing success. This study aims to investigate 
the effect of co-creation on this kind of consumer to make some theoretical 
contributions and managerial implications. 
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CHAPTER 3. RESEARCH FRAMEWORK AND 
HYPOTHESES DEVELOPMENT 
 
3.1 Research Framework 
 
According to the involvement theory, the level of consumer involvement can be 
different due to the intensity, persistence and direction, and then these properties can 
affect people’s responds to external stimulus. This study supposes that the 
co-creation stages would influence the level of involvement, so the effect of 
co-creation on consumer responses needs to be tested. To further understand the 
mechanism of the co-creation effect, consumer perceived value that links the 
cognitive elements of perceived quality, perceived monetary sacrifice and consumer 
behavioral intentions will also be examined. As this study focuses on the co-creation 
activities on social media, it supposes that the co-creation activities will change 
consumers’ information searching behavior, and then influence their perceived value 
for different product types, therefore, the product type (search goods vs. experience 
goods) has been added as a moderator to test its effect on the relationship, aiming to 
provide enough information about consequences of co-creation in NPD. According 
to the cost-benefit framework, for the same product type, consumers may have 
difficulties to access the related product category for products with ahigh level of 
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newness (Moreau, Markman, and Lehmann 2001). Thus, this study also examines 
the impact of product newness on the moderating effect of product type. 
Consequently, the conceptual framework has been demonstrated in Figure 1. 
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Figure 1: Conceptual Framework
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3.2 Co-creation Stages and Consumer Responses for Luxury Brands 
 
Consumer loyalty means the intense commitment to re-purchase a product in 
the future (Michels and Bowen 2005). When consumers involved in the NPD 
process, their perceptions of belonging to the firm reflect on the loyalty with this 
brand (Grissemann and Sauer 2012). Brand–customer interactions also yield 
performance-related outcomes including sales and market share, positive brand 
images, and brand loyalty (Gentile et al., 2007). And when consumers co-create a 
product with the brand, they are more likely to re-purchase the product of the same 
brand. Co-created products often possess higher expected benefits and novelty, and 
ultimately increases its attractiveness (Franke, von Hippel and Schreier 2006). 
Involving in NPD process can make consumers generate a closer fit of co-created 
product/service and then increase their positive attitudes toward the product, and 
word-of-mouth (Franke, Keinz and Steger 2009). Moreover, involving processing 
lets consumers get more knowledge about the difficulties of developing new 
products, leading to generate their preferences and highly appreciative of the 
product/service (Dabholkar 1990). Then, consumer preferences may influence their 
loyalty, purchase intention and WOM.  
 
Obviously, the co-creation can increase consumer assets in some ways. 
Purchase intention is consumers’ objective intention about a product (Fishbein and 
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Ajzen, 1975). Ajzen (1985) also pointed out that consumers’ attitude will affect their 
behavioral intentions, such as consumer loyalty, purchase intention and online 
recommendation behavior (WOM). Bouhlel, et al. (2010) indicated that the influence 
of consumer attitudes, such as brand attitude and product evaluation on consumer 
purchase intention is significantly positive. Purchase intention is also an important 
indicator for firms to make decisions on NPD, thus this study choosese it as one of 
three dependent variables.  
 
However, we still need to know more about the effect of co-creation on these 
positive outcomes. For consumers, involving in the early stage of NPD need more 
preparedness and knowledge of the product, and consumers will stay focus on the 
product that they have co-created. In this process, consumers can communicate with 
others to share their opinions. For example, when consumers co-create with the 
brand in early stage, they may be willing to share their idea on personal social media 
platforms. However, the willingness of sharing on social media in turn reflects 
participants’ attitude towards the co-creation activity. Thus, this study tests the 
co-creation effect on word-of-mouth. Specifically, based on the involvement theory, 
I suppose that co-creation in the early stage has a high level of involvement intensity 
and persistence, and then it may lead to greater consumer loyalty, purchase intention 
and WOM. 
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Thus, the first hypothesis is: 
H1: The impact of consumer co-creation on (a) consumer loyalty, (b) 
purchase intention and (c) word-of-mouth in the early stage is greater than that 
in the late stage. 
 
3.3 The Mediating Role of Consumer Perceived Value 
 
Perceived value has increasingly attracted attentions in marketing research, and 
it has different definitions in researchers’ views (McDougall and Levesque 2000). 
Cravens et al. (1988) proposed that consumer perceived value traditionally means the 
rational amount or trade-off between product quality and price. The most used 
definition of perceived value is about consumer assessment on the product utility 
(Zeithaml 1988). Therefore, the conception of value is based on the comparison 
between consumers’ output and their inputs. According to social judgment theory 
developed in 1952, the value is the key link between the cognitive elements of 
perceived quality, perceived monetary sacrifice and their behavioral intentions. 
Co-creation with consumers in NPD provides more information about the brand and 
products, and then they may increase the perceived quality of the new product that 
they design together. What’s more, as the price of a luxury product is relatively high, 
some consumers may feel unfair about their efforts to earn money and purchase 
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behaviors. The involvement in NPD can decrease consumers’ feeling of sacrifice. 
Actually, consumers seem not be fulfilled by consumption itself (Firat, Dholakia and 
Venkatesh, 1995), and they need something to satisfy their psychological needs 
(Richins and Dawson, 1992). Some prior researches found that brand perceived 
value has a relationship with their purchasing behaviour. Moreover, from the 
perspective of cognitive psychology, creative activities can fulfill consumers’ 
intrinsic needs (Ryan, 1985). Thus, co-creation may generate psychological benefits 
for consumers, and consumers are going to take more active roles to co-create the 
product (Handelman, 2006; Roberts, Baker, and Walker, 2005). Kim et al., (2010) 
studied the perceptions of brand value on foreign luxury brands. Brand value can 
positively influence consumers’ willingness to pay high prices (Keller 1993). So the 
co-creating process can improve consumer brand value perception, and then increase 
their loyalty to this brand. Therefore, the second hypothesis is: 
H2: Consumer perceived value mediates the relationship of consumer 
co-creation and (a) consumer loyalty, (b) purchase intention and (c) 
word-of-mouth. 
 
3.4 Product Type and Product Newness 
3.4.1 The Moderating Role of Product Type: Search Product vs. Experience 
Product 
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Nelson (1970) put forward that when the information is accessible and can be 
obtained before purchase, the product is categorized as search goods; when the 
information of product cannot be acquired or the information search is more costly, 
the product is categorized as experience goods. The search and experience goods 
classification were proposed some time ago, but are still used widely in relevant 
research. Although there are many other classifications that be utilized in some 
researches, such as high involvement vs. low involvement, tangible vs. intangible 
and hedonic vs. utilitarian, we adopt the search and experience classification. It is 
most pertinent to our study of consumer co-creation on social media because the 
involvement in co-creation activities can influence the information processing, and 
the co-creation activities may change consumers’ information requirements and 
search behaviours before purchase in these product types. For experience goods, 
consumers have a higher level of uncertainty in assessing the quality of these goods. 
Hence, consumers need more cognitive effort to evaluate the product before 
purchase, and their perceived risk is also greater. Companies can add value to 
consumers by involving them in a pre-purchase experience (Edvardsson et al. 2005). 
What’s more, Kleinaltenkamp et al. (2012) put forward that the resource integration 
requires collaboration and this kind of activity has a major impact on shaping 
consumer experiences. Traditional information that releases online require 
consumers pay more attention to interpret and imagine consumer feedbacks and 
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spend more cognitive effort, while the co-creation activity on social media can 
reduce some uncertainty and increase their perceived value by giving official 
information clearly and making consumers involved in the process. Social media also 
provides the opportunity for two-way communication between brands and 
consumers.  
 
Therefore, the product type has been added as a moderator to test its effect on 
the relationship, aiming to provide enough information about consequences of 
co-creation in NPD. And existed researches do not have comparison studies between 
different product types. Hence, it is meaningful to find situations that co-creation is 
more effective and fill the gap in research. 
H3: Product type (search goods/experience goods) will moderate the impact 
of co-creation stages(early/late) on consumer perceived value. Consumers will 
have a higher perceived value when they co-created with experience goods (vs. 
search goods), regardless of co-creation stages. 
 
3.4.2 The Mediating Role of Product Newness: Low-level vs. High-Level 
Olson et al. (1995) proposed the definition of product newness, which means 
the degree of a product being developed was new to the company and the market. 
For consumers, they lack knowledge and information on the product when the level 
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of its newness is high. For companies, the product with the high-level of newness is 
also difficult to get enough feedback from consumers (Narver et al. 2004). Under this 
condition, high consumer interaction includes a lot of rich communications and 
improve the learning process between consumers and companies. Through 
co-creation, the ambiguity related to the high-level of product newness can be 
reduced.  
 
According to the cost-benefit framework proposed by Payne in 1982, the 
learning cost means the cognitive effort needed to make effective use of the product 
(Mukherjee and Hoyer 2001). If the innovation of the product is perceived difficult 
to understand, consumers may be frustrated and overwhelmed. They may think that 
they require different skills or training to use the product. Therefore, the high-level 
of product newness will increase consumers learning-cost and influence their 
evaluation of this product. 
 
Consumers may have difficulties to access the related product category for 
products with high-level of newness (Moreau, Markman, and Lehmann 2001). When 
consumers suppose the innovation is out of the existing schemas, they feel that they 
are unable to transfer knowledge to the new product in co-creation process (Rindova 
and Petkova 2007). Because of this poor knowledge transfer, consumers may feel 
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that they lack the ability to make effective use of the innovation, resulting in greater 
learning costs. Indeed, a high-level of product newness generates great uncertainty 
and lays a learning burden on consumers than a product design with a low-level of 
newness in different product domains. Therefore, the fourth hypothesis is proposed 
for the influence of product newness on this moderating effect. 
H4: The moderating effect of product type (on the relationship of consumer 
co-creation and consumer perceived value) is influenced by the type of 
innovation. When the level of product newness is low, the moderating effect will 
be stronger. 
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CHAPTER 4. RESEARCH METHODOLOGY 
 
4.1 Research Design  
 
The research selected the experimental design as the methodology in our studies 
to test the theoretical hypotheses. This research consists of pilot study and two 
experimental studies. Three pre-tests are designed to test the reliability of 
questionnaire design and check the manipulation of co-creation stages. Study 1 is to 
examine the effect of co-creation stages on consumer responses and the mediating 
role of consumer perceived value. To increase the validity of the results, Study 2 is 
designed to verify the mediating role and test the effect of moderators.  
 
All these studies were performed at famous shopping malls in major cities of 
China. The pre-test were conducted at shopping malls of Shenzhen. The experiment 
of the pre-test 1 is a 2 (co-creation stage: early vs. late) × 2 (luxury brand vs. 
non-luxury brand) between-subject factorial design. Participants were selected 
among consumers who have experiences in purchasing luxury products. Two groups 
in non-luxury brands condition were used to verify that the co-creation activities are 
applicable in the luxury industry. Study 1 aims to find the different impact of 
co-creation stages on consumer responses and the mediating role of consumer 
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perceived value. Therefore, this study has two groups. The independent variable, 
co-creation stages are manipulated by scenarios between subjects. Participants are 
chosen at some large shopping malls with luxury stores in Shenzhen, Shanghai and 
Beijing, such as Shin Kong Place in Beijing, Beijing Yansha, Scitech Plaza, World 
Trade Plaza and Joy City. Study 2 aims to test the moderating effect of product type 
on the relationship between co-creation stages and consumer perceived value, and 
the impact of product newness on this moderating effect. Therefore, Study 2 is 
designed with a 2 (early stage vs. late stage) × 2(search goods vs. experience goods) 
× 2(low-level vs. high-level) stimulus. The dependent variable is the consumer 
perceived value.  
 
Participants will view the official notification and description about co-creation 
activity of the new fashion products that will be marketed in the upcoming season on 
social media. Participants were randomly selected into each scenario. Immediately 
after description exposure, participants will complete the respective questionnaire.  
 
4.2 Measures 
 
This study uses a 19-item questionnaire including two sections. The first section 
consisted of a 14 seven-point Likert scale (1=strongly disagree; 7=strongly agree) as 
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shown in Appendix A, which includes four items relating to consumer perceived 
value adapted from Sweeney, J. C. and Soutar, G. N. (2001) (i.e. Products/Services 
has consistent quality) and six items about consumer loyalty adapted from a previous 
study (Chang, et.al, 2009) (i.e. When I need to make a purchase, this product/ service 
of this brand is my first choice.), four items relating to purchase intention from 
Putrevu and Lord (1994) and Taylor and Baker (1994) (i.e. I would consider buying 
the co-created product/service.) and two items about word-of-mouth adapted from 
Kim, A. J., and Ko, E. (2012) (i.e. I would like to pass along information about 
co-creation, brand and product, or services from LV's social media to my friends.). 
All these items are an adaptation from prior researches. The second section consisted 
of five closed questions about the demographic information of respondents. 
 
4.2.1 Independent Variable and Dependent Variables 
The co-creation stage was chosen as the independent variable. To measure the 
independent variable, this study chooses the “fuzzy front-end” (FFE) process that is 
one of the most significant product development processes as the research object, as 
the new product development is a continuous process. This stage includes six steps: 
the formulation of product strategy, the identification of opportunity, idea generation, 
idea selection, the development of concept and new product development decisions 
(Koen, et al. 2001). In this research, the formulation of product strategy, the 
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identification of opportunity and idea generation are defined as the “early stage” 
because these three stages focus on consumers’ idea generation, while idea selection, 
concept development and new product development decisions are defined as the 
“late stage”. In late stage, consumers pay less attention on idea creation and make 
decisions founed on others design. If consumers are involved in the early stage, it is 
denoted as 0, while the co-creation stage is dented as 1. 
 
Then, consumer loyalty, purchase intention and word-of-mouth are dependent 
variables. Consumer loyalty is measured by four items: (1) When I need to make a 
purchase, this product/ service of this brand is my first choice; (2) I like using this 
product/service of this brand; (3) To me this brand is the best brand; (4) I believe that 
this is my favorite luxury brand. These four items are adapted from a previous study 
(Chang, et.al, 2009). Purchase intention is measured by four items: (1) I would 
consider buying the co-created product/service; (2) It is possible that I would buy the 
co-created product/service; (3) I will purchase (the co-created product) the next time 
I need a (product/service); (4) If I am in need, I would buy the co-created 
(product/service). All these items are adapted from Putrevu and Lord (1994) and 
Taylor and Baker (1994). Word-of-mouth is measured by two items: (1) I would like 
to pass along information about co-creation, brand and product, or services from 
LV's/ Starwood's Marriott Travel Brilliantly’s social media to my friends; (2) I 
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would like to upload contents from LV's/ Starwood's Marriott Travel Brilliantly’s 
social media on my Wechat or micro blog. These two items are adapted from Kim, A. 
J., and Ko, E. (2012). All these items are measures in 7-Likert scale with 1 denoting 
strongly disagree and 7 denoting strongly agree with a point of neutrality in the 
middle, and analyzed through factor analysis in the pre-test, achieving good validity. 
 
4.2.2 Consumer Perceived Value 
This study chooses the consumer perceived value as the mediator to further 
understand the relationship between co-creation stages in NPD and consumer 
response. To measure the consumer perceived value of luxury brand, this study 
adapts four items from Sweeney, J. C. and Soutar, G. N. (2001): (1) 
Products/Services has consistent quality; (2) Products/Services would make me want 
to use it; (3) Products/Services offers value for money; (4) Products/Services would 
make a good impression on other people. All these items are measures in 7-Likert 
scale with 1 denoting strongly disagree and 7 denoting strongly agree with a point of 
neutrality in the middle, and analyzed through factor analysis in the pre-test, 
achieving good validity. 
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4.2.3 Product Type 
The manipulation of product type was controlled by comparing co-creation 
effect of LV (Louis Vuitton) and Starwood's Marriott travel brilliantly. In each 
industry, these two brands have the analogous position of brand reputation, brand 
position and consumer familiarity (Yang and Mattila 2017). Moreover, Starwood's 
Marriott travel brilliantly mainly provides travel service and hotel service, which are 
typical experience goods coded as 0, while Louis Vuitton’s products are definitely 
categorized as search goods coded as 1. 
 
4.2.4 Product Newness 
The newness of a product means the degree of product being developed was 
new to the company and the market. The product newness was manipulated by 
inserting new Smart Watch for Louis Vuitton and Mobile App for Starwood's 
Marriott travel brilliantly. Under the high level of product newness coded as 0, a new 
kind of Smart Watch was development in Louis Vuitton while the Mobile App that 
could let consumers enjoy and purchase online was developed in Starwood's Marriott 
travel brilliantly, while the low level of product newness coded as 1, new products of  
both brands are traditional product, such as handbag and travel service . 
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4.3 Pre-test and Manipulation Check 
 
The first pre-test was a 2 (luxury brand vs. non-luxury brand) × 2 (early stage 
vs. late stage) design with two experimental groups in luxury domain and two control 
groups in the non-luxury domain, and the questionnaire used is showed in Appendix 
A and B. 
 
The respondents were among luxury consumers in Shenzhen. Take into account 
this study, we can check the successfulness of the manipulation and finalize the 
questionnaire design. The results of the pilot study were shown below:  
 
This study has 82 questionnaires retained for data analysis, and the response 
rate is 96.47%. The reliability test shows that the Cronbach’s alpha coefficients for 
factors were between .76 and .80 as showed in Table 2, justifying the reliability of 
questionnaire design.  
Table 2: Reliability Test of Study 
Scale 
Cronbach’s 
alpha 
No. of Items Items Deleted 
Consumer Perceived Value 0.804 4 None 
Consumer Loyalty 0.760 4 None 
Purchase Intention 0.802 4 None 
Word-of-Mouth 0.800 2 None 
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Therefore, no items were deleted. The correlation between dependent variables 
was further investigated. There are strong positive correlations among these three 
dependent variables as showed in Table 3.  
 
Table 3: Correlation Matrix of Study 
 1 2 3 
Correlations    
1. Purchase intention 1.00   
2. Consumer loyalty 0.77** 1.00  
3. Word-of-mouth 0.75** 0.61** 1.00 
Notes: ** indicates mean difference is significant at 0.01 level (2-tailed) 
 
This result showed that the effect of co-creation is different between luxury 
brands and non-luxury brands. In luxury industry, consumers gain hedonic, social, 
conspicuous and self-expressive value in addition to the practical value (Tynan et al., 
2010). However, Addis and Holbrook (2001) proposed that when customers interact 
with brands, they gain both utilitarian and hedonic values. The results also showed 
that in both co-creation stages, consumers have a little higher level of consumer 
loyalty, purchase intention and word-of-mouth in the luxury condition versus the 
non-luxury (control) condition (5.81 vs 5.46, p <.001; 5.89 vs. 5.36, p <.001; 5.44 vs. 
5.17, p <.001).  
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 And as predicted, there were significant differences between two groups, and 
participants in the early stage co-creation show a higher level of purchase intention 
and loyalty than those in the late stage (5.81 vs 4.57; t(46)=10.689；5.89 vs. 4.66, t 
(46) =10.941; 5.73 vs. 5.64, t (46) =10.541). Manipulation of early stage vs late stage 
was successful. 
 
In order to check the manipulation for product type (experience goods/ search 
goods), I adapted two questions developed by Krishnan and Hartline (2001) to 
design a 7-point Likert-type scale questionnaire for two-group participants. These 
items measure consumer ability to assess important product attributes before and 
after buying it. In search goods group, the mean of “after use’’ is greater than that of 
‘‘before use’’ (3.29>3.13, p<.001), while the mean of ‘‘after use’’ is higher than that 
of ‘‘before use’’ (3.43> 3.30, p<.001) for experience goods. The mean deviation of 
search goods group is less than that of experience goods’ (0.27< 0.41, p-<.001). 
Based on the results of mean deviation scores, the manipulation of product type is 
successful because the results are consistent with the proposition of Mudambi and 
Schuff (2010) that search goods are easier for consumers to evaluate without buying 
or using them than experience goods.  
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Besides, the second pre-test with 2(early/ late stage) × 2(search goods vs. 
experience goods) stimulus was developed to test the manipulation. An ANOVA of 
satisfaction showed that there a significant main effects of product type (search 
goods vs. experience goods) (F (1, 64) = 47.257, p=0.000), and the interaction effect 
of stages and product type was also significant (F (1, 64) = 7.256, p=.000). 
Moreover, participants co-created in the early stage of NPD had greater consumer 
perceived value when the product was an experience good vs. a search good 
(5.33>5.07, F (1,32) = 12.218, p=.000) than those in the late stage. Therefore, the 
manipulation of product type was successful. 
 
In the process of manipulation check for product newness (high/low level), 80 
participants were selected to join the third pre-test with 2(early/ late stage) × 2(search 
goods vs. experience goods) × 2(high level vs. low level) stimulus. The results of 
pretest show that the interaction effect of three factors is significant. The co-creation 
with the product of low-level newness had a greater impact on consumer perceived 
value with an experience good than that with search goods (5.87> 5.73, p-<.001). 
Also, in the early stage of NPD, the results are similar. Therefore, the manipulation 
of product newness was successful. 
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4.4 Research Design of Main Study 1 
 
4.4.1 Objectives of Study 1 
The purpose of Study 1 was designed to examine the impact of co-creation 
stages on (a) consumer loyalty (b) purchase intention and the mediating effect of 
consumer perceived value. There are two experimental groups of different stages in 
luxury domain. 
 
4.4.2 Sample and Stimuli of Main Study 1 
A total of 120 responses in experimental groups were gathered from the 
participants of which 118 were completely useable. Therefore, the response rate was 
98.33%. In the two treatments, 59 respondents constituted each experimental group 
to co-creation in the early stage and late stage. 
 
Study 1 is a scenario-based experiment. We exposed participants (n= 120 
consumers) to co-creation scenarios of the same luxury brand (Louis Vuitton). 
Participants completed questionnaires on their perceived value, consumer loyalty and 
purchase intentions after reading the experimental stimulus. Demographic 
information has been demonstrated in Table 4.  
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Table 4: Sample Characteristics 
Item Type Percent 
Gender Male 46.6 
Female 53.4 
 
Age Under 20 0.8 
20-25 14.4 
26-30 35.6 
31-45 36.4 
46-50 7.6 
Above 51 5.1 
 
Household Income Below 10 3.4 
11-20 26.3 
21-30 37.3 
32-40 29.7 
41-50 3.4 
Above 51 0 
 
Most used  Wechat 55.9 
Weibo 24.6 
QQ 12.7 
Ali 1.7 
Facebook, Twitter 5.1 
 
Frequency Every day 94.1 
Once 3 days 5.9 
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The overall sample was relatively young, which reflects the population of social 
media users in China.  
 
Stimuli 
 Brand name 
 Louis Vuitton was selected as the experimental stimulus for following 
reasons: First, Louis Vuitton has been used in a lot of similar studies on the luxury 
brand (e.g., Nancy and AARON 1998; and Kim and Ko 2012). Second, Louis 
Vuitton has ranked top in the luxury brand list, so it should become familiar to most 
consumers (Global Powers of Luxury Goods report 2016 released by Deloitte 
Touche Tohmatsu Limited). Third, importantly, Louis Vuitton has many kinds of 
products and is active on social media platforms, such as interaction with consumers 
on Facebook and Twitter. Therefore, this research supposes that Louis Vuitton is 
appropriate for the study of consumer responses to co-creation activities.  
 
Co-creation scenarios 
The stimulus of co-creation activities on social media was showed in a print 
version as shown in Appendix D and E. For the co-creation in the early stage, 
subjects were exposed to the scenario as below: 
 
  54 
You are invited to participate in the New Product Development process of LV 
(Louis Vuitton) new seasons through the social network. The main product is the new 
season MONOGRAM series handbag, and the existing appearance of this series of 
handbags has been shown below. 
You can submit your designs via the social network, such as Wechat and Weibo. 
You can use LV's real materials (including leather, metal double zipper, cotton 
lining, rivets, inner patch pockets, etc.), and the selected design will be produced by 
professional workers. In the process of design, you have access to the relevant 
information of LV, including but not limited to brand culture, production skills and 
processes. You can also get the necessary support. You can upload your design onto 
the social network and share with your friends. LV Group will choose some features 
in your design to add into the new season product, or your design will be directly 
produced as one of the final products. 
While for the co-creation in the early stage, subjects were exposed to the 
scenario as below: 
You are invited to participate in the LV (Louis Vuitton) New Product 
Development process in the social network. You will choose your favorite design in 
the new season MONOGRAM series of handbags products. The existing appearance 
of the series of handbags as shown below. 
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You can vote in the social network with flash form, and you can have a 360 ° 
view of the LV new product designed by professional artists. You have access to the 
relevant artist information. In the selection process, you can check the relevant 
information LV, including but not limited to brand culture, designer style and design 
process. You can also get the necessary support. You can share your voting contents 
on the social network, and the LV Group will choose the most popular one in all 
designs for production. 
After information exposure, participants were requested to indicate their 
purchase intention, loyalty and word-of-mouth using 7-point scales. 
 
4.5 Research Design of Main study 2 
 
4.5.1 Objectives of Study 2 
The results of Study 1 indicate that co-creation in the early stage manifested a 
greater tendency towards both consumer loyalty, purchase intention and 
word-of-mouth and the proposed underlying mechanism that consumer perceived 
value mediates the relationship between co-creation stages and consumer responses. 
To verify these important findings and evaluate our hypotheses, Study 2 was 
conducted to check the mediating role of consumer perceived value while adding two 
variables (product type and product newness). 
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4.5.2 Sample and Stimuli of Main Study 2 
This study designed a 2 (early stage vs. late stage) × 2(search goods vs. 
experience goods) × 2(low-level vs. high-level) stimulus. A total of 480 responses in 
experimental groups were collected from the participants of which 468 were 
completely useable. Therefore, the response rate was 97.50%. Demographic 
information has been demonstrated in Table 5. 
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Table 5: Sample Characteristics 
Item Type Percent 
Gender Male 47.9 
Female 52.1 
Age Under 20 1.5 
20-25 13.0 
26-30 36.8 
31-45 35.7 
46-50 9.4 
Above 51 3.6 
Household Income Below 10 3.0 
11-20 21.4 
21-30 36.5 
32-40 31.4 
41-50 6.4 
Above 51 1.3 
Most used  Wechat 46.4 
Weibo 35.3 
QQ 11.5 
Ali 1.7 
Facebook, Twitter 5.1 
Frequency Every day 93.4 
Once 3 days 6.6 
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Stimulus 
 
Brand name and Product type 
The manipulation of product type was manipulated by comparing co-creation 
effect of LV (Louis Vuitton) and Starwood's Marriott travel brilliantly. In each 
industry, these two brands have the analogous position of brand reputation, brand 
position and consumer familiarity (Yang and Mattila 2017). Moreover, Starwood's 
Marriott travel brilliantly mainly provides travel service and hotel service, which are 
typical experience goods. While Louis Vuitton’s products are definitely categorized 
as search goods.  
 
Product Newness 
The newness of a product means the degree of a product being developed was 
new to the company and the market. The product newness was manipulated by 
inserting new Smart Watch for Louis Vuitton and Mobile App for Starwood's 
Marriott travel brilliantly. Under the high-level of product newness, a new kind of 
Smart Watch was development in Louis Vuitton while the Mobile App that could let 
consumers enjoy and purchase online was promoted in Starwood's Marriott travel 
brilliantly. 
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Co-creation scenarios 
 
The Study 2 has 8 conditions in Table 6, and subjects were exposed to those 
scenarios as below: 
 
Table 6: Conditions of Study 2 
Conditions Stage of NPD Product Types Product Newness 
1 Early  search goods low-level 
2 Late  search goods low-level 
3 Early experience goods low-level 
4 Late experience goods low-level 
5 Early search goods high-level 
6 Late search goods high-level 
7 Early experience goods high-level 
8 Late experience goods high-level 
 
Scenario 1: Y You are invited to participate in the New Product Development 
process of LV (Louis Vuitton) new seasons through the social network. The main 
product is the new season MONOGRAM series handbag. 
 
Scenario 2: You are invited to participate in LV (Louis Vuitton) creative New 
Product Development of new smart watches through social networks, the main 
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product design is LV's new smart watch, appearance and performance of the product 
will be different from some smart watches in the current market.  
 
Scenario 3：You are invited to participate in the New Product Development 
process of Starwood's Marriott Travel Brilliantly new service through the social 
network. You can design your favorite travel service. The following areas are 
available for the design: t Technology; Eating & Drinking; Work & Play; Health & 
Wellness; Style & Design; Outside the box. 
 
Scenario 4: You are invited to participate in Starwood's Marriott travel 
brilliantly New Product Development process of smart APP through the social 
network. You can design your own smart APP interface and service contents, 
including booking service, smart check-in, wireless door Card, smart room facilities 
control, GPS service, print service, resort payment and so on. he following areas are 
available for the design: Technology; Eating & Drinking; Work & Play; Health & 
Wellness; Style & Design. 
 
Scenario 5: You are invited to participate in the LV (Louis Vuitton) new 
product New Product Development process in the social network. You will select 
your favorite design in the new season MONOGRAM series of handbags products.  
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Scenario 6: You are invited to participate in LV (Louis Vuitton, Louis Vuitton) 
New Product Development process of new smart watches through social networks, 
the main product design is LV's new smart watch, appearance and performance of 
the product will be different from some smart watches in the current market. You can 
vote in the social network with flash form, and you can have a 360 ° view of the LV 
new smart watch products.  
 
Scenario 7: You are invited to participate in the New Product Development 
process of Starwood's Marriott Travel Brilliantly new service through the social 
network. You can select your favorite travel service. The following areas are 
available for all the design: Technology; Eating & Drinking; Work & Play; Health 
& Wellness; Style & Design. 
 
Scenario 8: You are invited to participate in the New Product Development 
process of Starwood's Marriott Travel Brilliantly new smart APP through the social 
network. You can select your favorite design including booking service, smart 
check-in, wireless door Card, smart room facilities control, GPS service, print 
service, resort payment and so on. he following areas are available for the design: 
Technology; Eating & Drinking; Work & Play; Health & Wellness; Style & Design. 
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These conditions in questionnaires shown in Appendix F and G were built to 
measure the effect of co-creation stages on consumer perceived value, then on the 
consumer loyalty, purchase intention and word-of-mouth. 
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CHAPTER 5. RESULTS 
 
5.1 Results of Study 1 
 
5.1.1 Co-creation Stages Differences of Consumer Loyalty, Purchase Intention 
and Word-of-Mouth 
To test the first hypothesis that identifies the influence of early and late 
co-creation stages in NPD on consumer responses, univariate ANOVA’s were 
conducted. The results in Table 7 showed the statistically significant differences 
between consumers co-created in the early stage and late stage on consumer loyalty 
(F (1,118) =114.253, p<.005) and purchase intention (F (1,118) =119.697, p<.005).  
 
Table 7: Co-creation Stages Differences of Consumer Loyalty, Purchase 
Intention and Word-of-Mouth 
Dependent 
Variable 
Sum of 
Squares 
df 
Mean 
Square 
F Sig. 
Consumer loyalty 45.173 1 45.173 114.253 .000 
Purchase Intention 52.890 1 52.890 119.697 .000 
Word-of-Mouth 49.595 1 49.595 88.233 .000 
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After finding significant differences in co-creation stages comparison, we 
performed two means comparisons. The results in Table 8 showed that co-creation in 
the early stage manifested a greater tendency towards both consumer loyalty (5.81 
vs. 4.57), purchase intention (5.89 vs. 4.55) and word-of-mouth (5.27 vs. 4.88).  
Table 8: The Results of Mean Comparison for Co-creation Stages 
Dependent Variable    Stage N Mean 
Std. 
Deviation 
Consumer loyalty 
early 59 5.8051 .40293 
late 59 4.5676 .79272 
Purchase intention 
early 59 5.8898 .47632 
late 59 4.5508 .81046 
Word-of-Mouth 
early 
late 
59 
59 
5.2729 
4.8763 
.48772 
.94145 
 
 
Therefore, the result approved hypothesis 1 that the impact of consumer 
co-creation on (a) consumer loyalty, (b) purchase intention and (c) word-of-mouth in 
the early stage is greater than in the late stage. 
 
5.1.2 The Mediating Role of Consumer Perceived Value 
As Fig. 1 depicts, this study proposed that the consumer perceived value has a 
mediating effect on the relationship between co-creation stages and (a) consumer 
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loyalty (b) purchase intention (c) word-of-mouth. Therefore, following the 
bootstrapping approach of mediation effect (Preacher and Hayes, 2004; Hayes, 
2013), this study conducted a mediation analysis (sample size of 5000, model 4) to 
test the mediating effect of consumer perceived value on this relationship.  
 
For consumer loyalty, the bootstrap estimate of the overall indirect effect (i.e. 
path through the mediator; effect value=-.706, SE=.096) was significant, shown by a 
95 percent confidence interval excluding 0 (95percent, CI=-.985 to -.6339). After 
controlling for the mediator (i.e. consumer perceived value), the direct path between 
co-creation stages and consumer loyalty was still significant (95percent CI=-.751 to 
-.312). These results shown in figure 2(a) suggest that consumer perceived value 
partially mediated the effect of co-creation stages toward the consumer loyalty.  
 
 
Figure 2 : Bootstrapping Results 1 
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For purchase intention, the bootstrap estimate of the overall indirect effect 
(effect value=-.729, SE=.088) was significant, shown by a 95 percent confidence 
interval excluding 0 (95 percent, CI=-.915 to -.564). After controlling for the 
mediator, the direct path between co-creation stages and purchase intention was still 
significant (95percent CI=-.846 to -.374). These results presented in Figure 2(b) 
suggest that consumer perceived value partially mediated the effect of co-creation 
stages toward the purchase intention.  
 
 
Figure 3 Bootstrapping Results 2 
 
For word-of-mouth, the bootstrap estimate of the overall indirect effect (effect 
value=-.734, SE=.123) was significant, shown by a 95 percent confidence interval 
excluding 0 (95 percent, CI=-1.02 to -.511). After controlling for the mediator, the 
direct path between co-creation stages and purchase intention and word-of-mouth 
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was still significant (95percent CI=-.850 to -.276). These results shown in Fig. 2 (c) 
suggest that consumer perceived value partially mediated the effect of co-creation 
stages toward the purchase intention. Therefore, the second hypothesis is supported.  
 
 
Figure 4 Bootstrapping Results 3 
 
 
5.2 Results of Study 2 
 
5.2.1 The Moderation Role of Product Type 
An ANOVA of satisfaction showed (Table 9) that there a significant main 
effects of co-creation stages (early vs. late) (F (1, 464) = 113.537, p=0.000) and 
product type (search goods vs. experience goods) (F (1, 464) = 49.487, p=0.000), but 
the interaction effect was also significant (F (1, 464) = 7.704, p=.006).  
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Table 9: ANOVA Output for Moderation Effect of Product Type 
Tests of Between-Subjects Effects 
Dependent Variable:   Consumer perceived value   
Source 
Type III 
Sum of 
Squares 
df 
Mean 
Square 
F Sig. 
Partial 
Eta 
Squared 
Corrected 
Model 
122.908a 3 40.969  56.868 .000 .269 
Intercept 11402.711 1 11402.711 15827.672 .000 .972 
stage  81.795 1 81.795  113.537 .000 .197 
type  35.652 1 35.652  49.487 .000 .096 
stage * type  5.550 1 5.550  7.704 .006 .016 
Error  334.279 464 .720    
Total 11839.375 468     
Corrected 
Total 
457.187 467     
a. R Squared = .269 (Adjusted R Squared = .264) 
 
As shown in Figure 3, participants co-created in the early stage of NPD had 
greater consumer perceived value when the product was an experience good vs. a 
search good (M1=5.52 vs. M2=5.19, F (1,234) = 14.748, p=0.000) than those in the 
late stage. Therefore, the third hypothesis is supported. 
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Figure 5: Interaction of Co-creation Stages and Product Type 
 
5.2.2 The Effect of Product Newness on the Moderating Role of Product Type 
A 2 × 2 × 2 analysis of variance (ANOVA) indicated that co-creation stages, 
product type and product newness were significantly affected by the manipulations. 
The results of ANOVA (Table 10) indicated the significant main effect of 
co-creation stages F(1, 460) = 211.223, p =0.000), the interaction effect between 
co-creation stages and product F(1, 460 = 14.784, p= 0.000) as well as co-creation 
stages and product type and product newness F(1, 460) = 50.167, p = 0.000) on 
consumer perceived value.  
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Table 10: ANOVA Output for Moderation Effect of Product Newness and 
Product Type 
Tests of Between-Subjects Effects 
Dependent Variable:   Consumer perceived value (PV)    
Source 
Type III 
Sum of 
Squares 
df 
Mean 
Square 
F Sig. 
Partial 
Eta 
Squared 
Corrected 
Model 
275.792a 7 39.399 99.911 .000   .603 
Intercept 11405.434 1 11405.434 28923.015 .000    .984 
stage 83.293 1 83.293 211.223 .000    .315 
stage * type 5.830 1 5.830 14.784  .000    .031 
stage * 
newness* type 
19.783 1 19.783 50.167 .000    .098 
Error 181.395 460 .394    
Total 11839.375 468     
Corrected Total 457.187 467     
a. R Squared = .603 (Adjusted R Squared = .597) 
 
To test the fourth hypothesis, a three-way interaction among co-creation stages, 
product type and product newness has been conducted. Planned contrasts (Table 11) 
and Figure 4 (a) and (b) show that, when consumers co-created in the early stage of 
NPD, co-creation with the product of low-level newness had a greater impact on 
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consumer perceived value with an experience good (Experience = 5.94, Search = 
5.76; F (1, 115) = 25.58, p =0.000). Also, in the early stage of NPD, experience 
goods had a greater impact on consumer perceived value when the level of product 
newness is low (High = 5.94, Low = 5.09; F (1, 115) = 4.17, p =0.000).  
 
Table 11: Mean Consumer Perceived Value 
Dependent Variable:   Consumer perceived value  
stage type newness Mean Std. Error 
early 
search 
low 5.961 .083 
high 4.441 .082 
experience 
low 5.944 .082 
high 5.092 .083 
late 
search 
low 4.352 .082 
high 3.915 .082 
experience 
low 5.604 .081 
high 4.191 .082 
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Figure 6 (a) and (b): Interaction of Co-creation Stages, Product Type and 
Product Newness 
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Therefore, the results showed a higher consumer perceived value of experience 
goods in the low-level of product newness. Nevertheless, the study findings 
suggested the experience goods in the high-level of product newness also generate a 
higher consumer perceived value than search goods with the high-level of product 
newness in the early stage of NPD. For co-creation in the late stage, the results were 
similar. Overall, the findings showed that there is a significantly higher consumer 
perceived brand value with experience goods in the low-level of product newness 
condition. Yet they implied that, co-creation in the early stage of NPD could still 
have significantly higher consumer perceived value than that in the late stage for all 
conditions. Thus, the fourth hypothesis is supported. 
 
 
 
 
  
  74 
CHAPTER 6. DISCUSSION AND CONCLUSION  
 
6.1 Conclusions of the Thesis 
 
The findings of Study 1 indicate that the impact of consumer co-creation on 
consumer loyalty and purchase intention in the early stage is greater than that in the 
late stage, and that consumer perceived value mediates this relationship. The results 
of Study 2 show that the product type (search goods/experience goods) acts as 
moderating role on the relationship between consumer co-creation on consumer 
perceived value, and the product newness (low-level/high-level) influence the 
moderating effect.  
 
Consistent with the involvement theory that involving activities could 
potentially influence on consumers’ attitudes and their behaviors (Arora 1985; 
Josiam, Smeaton, and Clements 1999), our findings indicate that co-creation of NPD 
process will enhance consumer loyalty and purchase intention. This finding lends 
credence to Franke, Keinz and Steger’s (2009) and Dabholkar’s (1990) results that 
involving in NPD process can generate a closer fit of co-created product and make 
consumers better acquainted with the difficulties of creating new product, thus it can 
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increase positive attitudes. However, the positive impact of co-creation in the early 
stage is greater than that in the late stage.  
 
Despite existed studies showed that consumer co-creation during certain stages 
of NPD makes greater contributions to the success of new products (Gruner and 
Homburg 2000), the empirical researches on the topic seldom investigated the effect 
of different co-creation conditions. Therefore, this study examines the effect of 
co-creation on different stages of NPD, and our findings indicate that co-creation in 
the early stage of NPD has a greater impact on purchase intention and consumer 
loyalty than that in the late stage. Moreover, from cognitive psychology, creative 
activities can satisfy consumers’ intrinsic needs (Ryan 1985). Consumers’ 
willingness to pay premium prices can be positively influenced by brand value 
(Keller 1993). This study shows that the consumer perceived value mediates the 
relationship between consumer co-creation and consumer responses.  
 
Congruent with prior research on consumer value (Edvardsson et al. 2011), 
Study 2 has found that consumer co-creation can add value to consumers by 
involving them in a pre-purchase experience. That is, regardless of co-creation stages 
of NPD, consumer perceived value was higher when consumers joined in the 
co-creation activities with experience goods rather than with search goods. 
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Moreover, the moderating effect of product type was influenced by the product 
newness. The effect is greater in condition of low-level of product newness than in 
high-level. This finding justifies the cost-benefit framework (Payne 1982) and lends 
credence to Moreau, Markman and Lehmann’s (2001) and Rindova and Petkova’s 
(2007) that consumers may assume that they are unable to use the product with 
high-level of newness effectively, resulting in greater learning costs. 
 
6.2 Theoretical Contributions and Managerial implications 
 
This study contributes to literature on consumer co-creation and new product 
development in several ways. First, we extend previous research by examining the 
effect of consumer co-creation at different stages on consumer loyalty and purchase 
intention. Second, we proposed that consumer perceived value may explain the 
impact of consumer co-creation on consumer loyalty and purchase intention. Third, 
this study shows that product type and newness can moderate the effect of 
co-creation on consumer perceived value. The results of our experiments have 
supported our four hypotheses as presented in Table 12. 
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Table 12: Summary of Empirical Results and Findings 
Hypothesis Empirical Findings Results 
1 
The impact of consumer co-creation on (a) consumer 
loyalty, (b) purchase intention and (c) word-of-mouth in 
the early stage is greater than in the late stage. 
Supported 
2 
Consumer perceived value mediated the effect of 
co-creation stages on consumer loyalty, purchase 
intention and WOM. 
Supported 
3 
Regardless of the co-creation stages of NPD, consumer 
perceived value was higher when consumers joined in 
the co-creation activities with experience goods rather 
than with search goods. 
Supported 
4 
The moderating effect of product type was influenced by 
the product newness. The effect is greater in condition of 
low-level of product newness than in high-level. 
Supported 
 
The findings of Study 1 suggest that co-creation with consumers in NP-D 
process are critical for increasing consumer loyalty and purchase intention, and the 
effect is greater when brands co-create with consumers on the early stages of NPD. 
Although the physical benefits are important for consumers, luxury managers should 
also pay attention to the psychological benefits-consumer perceived value elicited by 
co-creation activities. Our results suggest that co-creation activities conducted on 
social media by luxury brands can satisfy consumers’ intrinsic need.  
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In the co-creation activity, brand managers should be aware of consumer 
perceived value and consumers’ increasing needs to take active roles in the 
co-creation activities. One good example of strategies that meet consumers’ 
increasing needs is provided by a famous luxury Retailer-Bergdorf Goodman. The 
retailer launched a crowdsourcing design contest of Fendi 2Bag bag on Facebook. 
The contest is called Fendi Frenzy: The Color Challenge, which invited consumers to 
select the upper and lower parts of the bag and the color of the strap and ID labels 
from the palette. If participants wish to participate further, they can also invite their 
friends to vote for help. Fendi's design team will select the winner from the five 
designs with the highest number of votes, and the subject will be the fall edition of 
Bergdorf Goodman. The winner will also get a free bag. Activity launched by Fendi 
enhanced consumer perceived value by involving their own friends, and the 
increased consumer perceived value can influence consumer loyalty and purchase 
intention. However, brand managers should notice that co-creation in the early stage 
of NPD can generate a greater impact on consumer responses than in the late stage in 
the case of limited budget and resource. 
 
The findings of Study 2 suggest that luxury brand managers should note the 
different effect of co-creation in NPD on consumer perceived value with the different 
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product type. If consumers are invited to co-create with experience goods, such as 
tourism services, perfume and restaurant meals, their perceived value will be higher 
than that with search goods. What’s more, for the same product type, co-creation 
with low-level of product newness will generate a higher degree of consumer 
perceived value than with high-level of product newness. Therefore, it is very 
important for luxury brand managers to make decisions about co-creation activities.  
 
If the brand decides to co-create with consumers in condition of high-level of 
product newness of NPD, it should give more information to decrease consumers’ 
ambiguity and achieve brand’s planned outcomes. For instance, Fiat uses its 
company's website to allow users to evaluate the needs of their next-generation 
Punto models. Consumers can prioritize the style, comfort, performance, price, and 
safety characteristics of this model. They can also point out the least satisfactory part 
of this model and give suggestions for improvement. Then they can choose the body 
style, wheel style, as well as the front and rear style, and see their own design on the 
computer screen. Finally, the company software system will extract the consumer's 
final feedback results and record their selection order. 
 
In conclusion, this study has some theoretical contributions. First, this study fills 
the research gap that existed articles did test the effect of co-creation on different 
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NPD stages. Besides, this research also justifies the mediating role of consumer 
perceived value. Second, this study is different from previous studies because it 
focused on the response of participants rather than on the buyers (Fuchs et al. 2013). 
Third, this study investigates the role of product type and product newness, justifying 
the cost-benefit framework. Moreover, this research also has some managerial 
implications. The findings of this research suggest that luxury brand managers 
should conduct the co-creation activities strategically in the NPD process because 
such efforts reinforce consumer perceived value. Moreover, it is important to involve 
consumers in NPD process under certain conditions. By doing so, consumer loyalty 
and purchase intention can be improved, then the brand’s marketing performance can 
be improved. 
 
6.3 Research Limitations and Directions for Future Research 
 
This study presents several limitations that provide some directions to future 
researches. First, our research tests the moderating effects of product type and 
product newness in the consumer co-creation and their perceived value. Although 
our findings offer initial insights about the luxury industry and NPD process in 
which consumer participation could be better suited, future researches should 
examine the effect of other factors independently or jointly on the effectiveness of 
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consumer co-creation thoroughly, for example, Chang and Steven (2016) put forward 
that the combined moderating effects of contextual and consumer factors should be 
examined to provide suggestions to firms on how best to design platforms for 
consumer participation in a given context. What’s more, future researches future 
researches should remove some covariance, such as the price of product. 
 
Second, the studies in our data set mainly come from a specific industry-luxury 
industry, which causes some difficulties to apply our findings directly to other 
industries. Therefore, more research should be conducted to test the roles of these 
factors in the relationship between consumer co-creation and their responses in other 
contexts. Moreover, future researches also may focus on the whole process of NPD 
to give more insights to brand managers.  
 
Thirdly, this study did not study the effects of co-creation on different 
hierarchies of luxury brands, such as the affordable, accessible, premium and super 
premium luxury. Since consumers’ needs are deep and complex, the demand and 
information processing may be also different among luxury brands with different 
hierarchies. Therefore, future researches should investigate the co-creation effect on 
different hierarchies of luxury brands. 
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Finally, we did not investigate the effect of consumer-consumer interaction on 
social media and consumer perceptions on co-created products. As proposed by 
many scholars, the increasing adopting of social media has changed the information 
seeking and processing before purchase. Moreover, communication among 
consumers on social media will also influence their perceived value. Besides, the 
co-created products may influence the perceptions of other consumers who do not 
join the co-creation activity. Therefore, future studies need to examine the potential 
effect of consumer interaction on value co-creation and the impact of co-created 
products on consumers.  
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Appendix A: Summary of Measures 
Variable Scale Question(s) Scale 
Responses 
Precedents 
Consumer 
perceived value 
1. Products/Services has 
consistent quality 
2. Products/Services would 
make me want to use it  
3. Products/Services offers 
value for money. 
4. Products/Services would 
make a good impression on 
other people. 
strong 
disagree (1) 
to strongly 
agree (7) 
Sweeney, J. C. 
and Soutar, G. N. 
(2001). 
Purchase 
intention 
1. I would consider buying the 
co-created product/service. 
2. It is possible that I would 
buy the co-created 
product/service. 
3. I will purchase (the 
co-created product) the next 
time I need a 
(product/service). 
4. If I am in need, I would buy 
the co-created 
(product/service). 
strong 
disagree (1) 
to strongly 
agree (7) 
Putrevu and Lord 
(1994) and 
Taylor and Baker 
(1994) 
Consumer 
loyalty 
1. When I need to make a 
purchase, this product/ 
service of this brand is my 
first choice. 
2. I like using this 
product/service of this brand. 
3. To me this brand is the best 
strong 
disagree (1) 
to strongly 
agree (7) 
Chang, et.al, 
2009 
 
 
 
 
(to be continued) 
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brand. 
4. I believe that this is my 
favourite luxury brand. 
 
 
 
 
Word-of-mouth  1. I would like to pass along 
information about 
co-creation, brand and 
product, or services from 
LV's social media to my 
friends.  
2. I would like to upload 
contents from LV's social 
media on my Wechat or 
micro blog.  
strong 
disagree (1) 
to strongly 
agree (7) 
Kim, A. J., and 
Ko, E. (2012) 
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Appendix B: Pilot Study Questionnaire (English Version) 
Questionnaire on Consumer Value Co-creation（English Version） 
 
Hello, I am a research graduate student at Lingnan University in Hong Kong. 
My graduation thesis needs to conduct a situational experiment on luxury consumer 
loyalty and purchase intention. The questionnaire includes two parts, in the first part, 
please carefully read the following description, and give your answers of related 
questions, and in the second part, please fill out according to your actual situation. 
 
Highly appreciate your cooperation! Your answers will be kept strictly 
confidential and will not be used for any unauthorized purpose. 
 
Part I: Situational Questionnaire 
Scenario 1: You are invited to participate in the New Product Development 
process of LV (Louis Vuitton) new seasons through the social network. The main 
product is the new season MONOGRAM series handbag, and the existing 
appearance of this series of handbags has been shown below. 
 
You can submit your designs via the social network, such as Wechat and 
Weibo. You can use LV's real materials (including leather, metal double zipper, 
cotton lining, rivets, inner patch pockets, etc.), and the selected design will be 
produced by professional workers. In the process of design, you have access to the 
relevant information of LV, including but not limited to brand culture, production 
skills and processes. You can also get the necessary support. You can upload your 
design onto the social network and share with your friends. LV Group will choose 
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some features in your design to add into the new season product, or your design will 
be directly produced as one of the final products. 
 
Scenario 2: You are invited to participate in the LV (Louis Vuitton) New 
Product Development process in the social network. You will choose your favorite 
design in the new season MONOGRAM series of handbags products. The existing 
appearance of the series of handbags as shown below. 
 
You can vote in the social network with flash form, and you can have a 360 ° 
view of the LV new product designed by professional artists. You have access to the 
relevant artist information. In the selection process, you can check the relevant 
information LV, including but not limited to brand culture, designer style and design 
process. You can also get the necessary support. You can share your voting contents 
on the social network, and the LV Group will choose the most popular one in all 
designs for production. 
 
Please truthfully answer the following questions after you participate in the new 
season LV handbag/ Starwood's hotel service new product development: 
 
The following questions relate to your perception of the value of the brand. 1 
for "strongly disagree" and 7 for "strongly agree". 
A. Consumer Perceived Value 
     1   2    3    4   5   6   7 
1. Products/Services has consistent quality.     
                                      
2. Products/Services would make me want to use it. 
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3. Products/Services offers value for money.   
                                      
4. Products/Services would make a good impression on other people. 
                  
                        
B. Purchase Intention  
1. I would consider buying the co-created product/service. 
                                      
2. It is possible that I would buy the co-created product/service. 
                                      
3. I will purchase (the co-created product) the next time I need a (product/service). 
                                      
4. If I am in need, I would buy the co-created (product/service). 
                                      
 
C. Consumer Loyalty  
1. When I need to make a purchase, this product/ service of this brand is my first 
choice. 
                                      
2. I like using this product/service of this brand. 
                                      
3. To me this brand is the best brand. 
                                      
4. I believe that this is my favourite luxury brand. 
                                      
 
D. Word-of-Mouth 
1. I would like to pass along information about co-creation, brand and product, or 
services from LV's social media to my friends. 
                                      
2. I would like to upload contents from LV's social media on my Wechat or micro 
blog. 
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PART II : Personal Information 
1. Gender： Male     
    Female 
2. Age： 20 years old or below    21-25 years old    
    26-30 years old       31-45 years old      
       31-45 years old     51 years old or above 
3. What is your household income? 
 100,000 and below  100,000-20,000  200,000-300,000  
 300,000-400,000  400,000-500,000 500,000 and above  
4. Which social network do you use most? 
Wechat        Weibo（Sina/Tencent/Other）   
QQ，QQ Space   Ali（Taobao/Tmall）  
 Facebook,Twitter, Ins, etc.     Others 
5. How often do you use social media? 
 Daily    Once 3 days   Once a week  Never 
 
Thank you for your participation! 
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Appendix C: Pilot Study Questionnaire (Chinese Version) 
消费者价值共创调查问卷（中文版） 
您好，我是香港岭南大学研究型硕士研究生，我的毕业论文需要针对奢侈
品消费者忠诚度和购买意向进行情境试验。该问卷包括两个部分，第一部分请
您仔细阅读下列的情境，并根据您的真实想法进行回答；第二部分请根据您的
实际情况填写问卷。 
谢谢您的合作！您的答案将会保密，不会用于任何未经许可的用途。 
第一部分：情境问卷 
情境描述 1：您被邀请通过社交网络参与LV（Louis Vuitton，路易威登）
新一季产品的开发过程，主要产品是新一季的MONOGRAM 系列手袋，该系列
手袋的现有外观如下图， 
 
您可以通过社交网络提交您的设计作品，参与平台采用flash形式，您可以
使用LV现有的材料（包括皮革、金属双拉链、棉布内衬、铆钉、内贴袋布料等
），您所提交的设计方案会由专业的工人进行制作。在创作的过程中，您可以
查阅LV的相关资料，包括但不限于品牌文化、制作工艺及流程。您还可以获得
必要的支持。您提交的制作方案可以上传到社交网络，LV集团会在所有的设计
中选择共同性加入到新一季的产品中，或将您的设计直接制作成新一季的产品
。 
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情境描述 2：您被邀请通过社交网络参与LV（Louis Vuitton，路易威登）
新一季产品的新产品开发过程，在新一季的MONOGRAM 系列手袋产品中进行
选择，选出您最喜欢的一款设计，该系列手袋的现有外观如下图， 
 
您可以通过社交网络进行投票选择，参与平台采用flash形式，您可以360°
浏览LV新产品设计，同时还可以获得相关的艺术家信息。在选择的过程中，您
可以查阅LV的相关资料，包括但不限于品牌文化、设计师风格及设计流程。您
还可以获得必要的支持。您可以在社交网络上分享您的投票内容，LV集团会在
所有的设计中选择最受欢迎的一款进行生产。 
 
在您参与LV新一季产品开发活动后，请您如实回答下列问题： 
 
一、品牌价值感知 
以下问题是针对您对LV品牌的价值感知。1表示“非常不同意”，2表示“不同
意思”，3表示“有些不同意”，4表示“既不同意也不反对”，5表示“有些同意”，6
表示“同意”，7表示“非常同意”。 
 
 1   2   3   4   5   6   7 
1. 购买的商品/服务质量感知符合一贯的预期。         
                                      
2. 我很希望使用该商品/服务。                 
                                         
3. 通过参与活动，让我感到为该品牌的商品/服务付的钱是值得的。 
                                         
4. 该品牌商品/服务的会使别人对我产生好的印象。 
                                        
二、消费者购买意向 
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1. 我会考虑购买参与创造的产品/服务。    
                                        
2. 我有可能会购买参与创造的产品/服务。 
                                        
3. 在我下次需要的时候，我会选择该品牌的产品/服务。 
                                     
4. 如果我现在需要的话，我会购买参与创造的产品。  
                                        
 
三、消费者忠诚度 
1. 当我需要购买该类产品/服务的时候，该品牌是我的第一选择。 
                                        
2．我喜欢使用这个品牌的产品/服务。 
                                         
3. 对我来说，该品牌是最好的。 
             
4. 我认为这是我最喜欢的品牌。              
 
四、口碑 
1. 我会向朋友传递关于共同创作，品牌和产品或服务的信息。 
             
2. 我会将LV在社交媒体上的内容和活动上传我的Wechat或微博。 
                                      
 
第二部分：个人信息 
1. 性别： 男     
  女 
2. 年龄： 20岁或以下   21-25岁    26-30岁    
 31-45岁   46-50岁      51岁或以上 
3. 您的家庭收入是多少？ 
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10万元以下   10-20万元   20-30万元    
30-40万元   40-50万元    50万元以上 
4. 您最常使用的社交网络为？ 
微信   微博（新浪/腾讯/其他）  QQ，QQ空间   
阿里旺旺（淘宝/天猫）  Facebook, Twitter, Ins等     
 其他 
5. 您使用社交媒体的频率为？ 
每天使用   平均三天一次   平均一周一次  
从来不用 
 
感谢您的参与！ 
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Appendix D: Main Study 1 Questionnaire (English Version) 
Questionnaire on Consumer Value Co-creation（English Version） 
 
Hello, I am a research graduate student at Lingnan University in Hong Kong. 
My graduation thesis needs to conduct a situational experiment on luxury consumer 
loyalty and purchase intention. The questionnaire includes two parts, in the first part, 
please carefully read the following description, and give your answers of related 
questions, and in the second part, please fill out according to your actual situation. 
 
Highly appreciate your cooperation! Your answers will be kept strictly 
confidential and will not be used for any unauthorized purpose. 
 
Part I: Situational Questionnaire 
Scenario 1: You are invited to participate in the New Product Development 
process of LV (Louis Vuitton) new season's through the social network. The main 
product is the new season MONOGRAM series handbag, and the existing 
appearance of this series of handbags has been shown below. 
 
You can submit your designs via the social network, such as Wechat and 
Weibo. You can use LV's real materials (including leather, metal double zipper, 
cotton lining, rivets, inner patch pockets, etc.), and the selected design will be 
produced by professional workers. In the process of design, you have access to the 
relevant information of LV, including but not limited to brand culture, production 
skills and processes. You can also get the necessary support. You can upload your 
design onto the social network and share with your friends. LV Group will choose 
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some features in your design to add into the new season product, or your design will 
be directly produced as one of the final products. 
 
Scenario 2：You are invited to participate in the New Product Development 
process of Starwood's Marriott Travel Brilliantly new service through the social 
network. You can design your favorite travel service. The following areas are 
available for the design: t Technology; Eating & Drinking; Work & Play; Health & 
Wellness; Style & Design; Outside the box. 
 
 
You can participate through the social network, participate in the platform using 
flash form, you can get all of Starwood's hotel service information. In the design 
process, you can consult historical travel services related information, including but 
not limited to food and beverage arrangements, food service themes and design 
process. You can also get the necessary support. You can share your travel design on 
social networks, and Starwood will choose the most viable elements of any design to 
add to their new travel service or launch your design directly as a new travel service. 
 
Please truthfully answer the following questions after you participate in the new 
season LV handbag/ Starwood's hotel service new product development: 
 
The following questions relate to your perception of the value of the brand. 1 
for "strongly disagree" and 7 for "strongly agree". 
 
A. Consumer Perceived Value 
     1   2    3    4   5   6   7 
1. Products/Services has consistent quality.     
                                      
2. Products/Services would make me want to use it. 
                                      
3. Products/Services offers value for money.   
                                      
4. Products/Services would make a good impression on other people. 
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B. Purchase Intention  
1. I would consider buying the co-created product/service. 
                                      
2. It is possible that I would buy the co-created product/service. 
                                      
3. I will purchase (the co-created product) the next time I need a (product/service). 
                                      
4. If I am in need, I would buy the co-created (product/service). 
                                      
 
C. Consumer Loyalty  
2. When I need to make a purchase, this product/ service of this brand is my first 
choice. 
                                      
5. I like using this product/service of this brand. 
                                      
6. To me this brand is the best brand. 
                                      
7. I believe that this is my favourite luxury brand. 
                                      
 
D. Word-of-Mouth 
1. I would like to pass along information about co-creation, brand and product, or 
services from LV's social media to my friends. 
                                      
2. I would like to upload contents from LV's social media on my Wechat or micro 
blog. 
                                         
 
PART II : Personal Information 
1. Gender： Male     
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    Female 
2. Age： 20 years old or below    21-25 years old    
    26-30 years old       31-45 years old      
    31-45 years old     51 years old or above 
3. What is your household income? 
 100,000 and below  100,000-20,000  200,000-300,000  
 300,000-400,000  400,000-500,000 500,000 and above  
4. Which social network do you use most? 
Wechat        Weibo（Sina/Tencent/Other）   
QQ，QQ Space   Ali（Taobao/Tmall）  
 Facebook,Twitter, Ins, etc.     Others 
5. How often do you use social media? 
 Daily    Once 3 days   Once a week  Never 
 
Thank you for your participation! 
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Appendix E: Main Study 1 Questionnaire (Chinese Version) 
消费者价值共创调查问卷（中文版） 
您好，我是香港岭南大学研究型硕士研究生，我的毕业论文需要针对奢侈
品消费者忠诚度和购买意向进行情境试验。该问卷包括两个部分，第一部分请
您仔细阅读下列的情境，并根据您的真实想法进行回答；第二部分请根据您的
实际情况填写问卷。 
谢谢您的合作！您的答案将会保密，不会用于任何未经许可的用途。 
第一部分：情境问卷 
情境描述 1：您被邀请通过社交网络参与LV（Louis Vuitton，路易威登）
新一季产品的创意设计，设计的主要产品是新一季的MONOGRAM 系列手袋，
该系列手袋的现有外观如下图， 
 
您可以通过社交网络提交您的设计作品，参与平台采用flash形式，您可以
使用LV现有的材料（包括皮革、金属双拉链、棉布内衬、铆钉、内贴袋布料等
），您所提交的设计方案会由专业的工人进行制作。在创作的过程中，您可以
查阅LV的相关资料，包括但不限于品牌文化、制作工艺及流程。您还可以获得
必要的支持。您提交的制作方案可以上传到社交网络，LV集团会在所有的设计
中选择共同性加入到新一季的产品中，或将您的设计直接制作成新一季的产品
。 
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情境描述 2：您被邀请通过社交网络参与LV（Louis Vuitton，路易威登）
新一季产品的设计选择环节，在新一季的MONOGRAM 系列手袋产品中进行选
择，选出您最喜欢的一款设计，该系列手袋的现有外观如下图， 
 
您可以通过社交网络进行投票，参与平台采用flash形式，您可以360°浏览
LV新产品设计，同时还可以获得相关的艺术家信息。在选择的过程中，您可以
查阅LV的相关资料，包括但不限于品牌文化、设计师风格及设计流程。您还可
以获得必要的支持。您可以在社交网络上分享您的投票内容，LV集团会在所有
的设计中选择最受欢迎的一款进行生产。 
 
在您参与LV新一季产品开发活动后，请您如实回答下列问题： 
 
一、品牌价值感知 
以下问题是针对您对LV品牌的价值感知。1表示“非常不同意”，2表示“不同
意思”，3表示“有些不同意”，4表示“既不同意也不反对”，5表示“有些同意”，6
表示“同意”，7表示“非常同意”。 
 
 1   2   3   4   5   6   7 
1. 购买的商品/服务质量感知符合一贯的预期。         
                                      
2. 我很希望使用该商品/服务。                 
                                         
3. 通过参与活动，让我感到为该品牌的商品/服务付的钱是值得的。 
                                         
4. 该品牌商品/服务的会使别人对我产生好的印象。 
                                        
二、消费者购买意向 
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1. 我会考虑购买参与创造的产品/服务。    
                                        
2. 我有可能会购买参与创造的产品/服务。 
                                        
3. 在我下次需要的时候，我会选择该品牌的产品/服务。 
                                     
4. 如果我现在需要的话，我会购买参与创造的产品。  
                                        
 
三、消费者忠诚度 
1. 当我需要购买该类产品/服务的时候，该品牌是我的第一选择。 
                                        
2．我喜欢使用这个品牌的产品/服务。 
                                         
5. 对我来说，该品牌是最好的。 
             
6. 我认为这是我最喜欢的品牌。              
 
四、口碑 
1. 我会向朋友传递关于共同创作，品牌和产品或服务的信息。 
             
2. 我会将LV在社交媒体上的内容和活动上传我的Wechat或微博。 
                                      
 
第二部分：个人信息 
1. 性别： 男     
  女 
2. 年龄： 20岁或以下   21-25岁    26-30岁    
 31-45岁   46-50岁      51岁或以上 
3. 您的家庭收入是多少？ 
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10万元以下   10-20万元   20-30万元    
30-40万元   40-50万元    50万元以上 
4. 您最常使用的社交网络为？ 
微信   微博（新浪/腾讯/其他）  QQ，QQ空间   
阿里旺旺（淘宝/天猫）  Facebook, Twitter, Ins等     
 其他 
5. 您使用社交媒体的频率为？ 
每天使用   平均三天一次   平均一周一次  
从来不用 
 
感谢您的参与！ 
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Appendix F: Main Study 2 Questionnaire (English Version) 
 
Questionnaire on Consumer Value Co-creation（English Version） 
 
Hello, I am a research graduate student at Lingnan University in Hong Kong. 
My graduation thesis needs to conduct a situational experiment on luxury consumer 
loyalty and purchase intention. The questionnaire includes two parts, in the first part, 
please carefully read the following description, and give your answers of related 
questions, and in the second part, please fill out according to your actual situation. 
 
Highly appreciate your cooperation! Your answers will be kept strictly 
confidential and will not be used for any unauthorized purpose. 
 
Part I: Situational Questionnaire 
Scenario 1: Y You are invited to participate in the New Product Development 
process of LV (Louis Vuitton) new season's through the social network. The main 
product is the new season MONOGRAM series handbag, and the existing 
appearance of this series of handbags has been shown below. 
 
You can submit your designs via the social network, such as Wechat and 
Weibo. You can use LV's real materials (including leather, metal double zipper, 
cotton lining, rivets, inner patch pockets, etc.), and the selected design will be 
produced by professional workers. In the process of design, you have access to the 
relevant information of LV, including but not limited to brand culture, production 
skills and processes. You can also get the necessary support. You can upload your 
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design onto the social network and share with your friends. LV Group will choose 
some features in your design to add into the new season product, or your design will 
be directly produced as one of the final products. 
 
Scenario 2: You are invited to participate in LV (Louis Vuitton, Louis Vuitton) 
creative New Product Development of new smart watches through social networks, 
the main product design is LV's new smart watch, appearance and performance of 
the product will be different from some smart watches in the current market. You can 
submit your design work through the social network, and you can design the 
appearance of smart watches and its internal features. Participation platform is using 
flash form. You have access to the LV existing materials. Professional workers will 
produce the design you submitted. In the process of creation, you can check the 
relevant information about LV, including but not limited to the brand culture, 
production skills and processes. You can also get the necessary support. The 
production plan you submit can be uploaded to the social network and shared with 
fellows. The LV group will choose the common features to add to the product to the 
new season in all the designs, or make your design directly into the new season 
product. 
 
Scenario 3：You are invited to participate in the New Product Development 
process of Starwood's Marriott Travel Brilliantly new service through the social 
network. You can design your favorite travel service. The following areas are 
available for the design: t Technology; Eating & Drinking; Work & Play; Health & 
Wellness; Style & Design; Outside the box. 
 
 
You can participate through the social network, participate in the platform using 
flash form, you can get all of Starwood's hotel service information. In the design 
process, you can consult historical travel services related information, including but 
not limited to food and beverage arrangements, food service themes and design 
process. You can also get the necessary support. You can share your travel design on 
social networks, and Starwood will choose the most viable elements of any design to 
add to their new travel service or launch your design directly as a new travel service. 
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Scenario 4: You are invited to participate in Starwood's marriott travel 
brilliantly New Product Development process of smart APP through the social 
network. You can design your own smart APP interface and service contents, 
including booking service, smart check-in, wireless door Card, smart room facilities 
control, GPS service, print service, resort payment and so on. he following areas are 
available for the design: Technology; Eating & Drinking; Work & Play; Health & 
Wellness; Style & Design. 
 
 
You can participate through the social network, participate in the platform using 
flash form, you can get all of Starwood's hotel service information. In the design 
process, you can consult historical travel services related information, including but 
not limited to food and beverage arrangements, food service themes and design 
process. You can also get the necessary support. You can share your APP design on 
social networks, and Starwood will choose the most viable elements of any design to 
add to their new smart APP or launch your design directly as a new APP service. 
 
Scenario 5: You are invited to participate in the LV (Louis Vuitton) new 
product New Product Development process in the social network. You will select 
your favorite design in the new season MONOGRAM series of handbags products. 
The existing appearance of the series of handbags as shown below, 
 
You can vote in the social network with flash form, and you can have a 360 ° 
view of the LV new product design. You have access to the relevant artist 
information. In the selection process, you can check the relevant information LV, 
  119 
including but not limited to brand culture, designer style and design process. You can 
also get the necessary support. You can share your voting contents on the social 
network, and the LV Group will choose the most popular one in all designs for 
production. 
 
Scenario 6: You are invited to participate in LV (Louis Vuitton, Louis Vuitton) 
New Product Development process of new smart watches through social networks, 
the main product design is LV's new smart watch, appearance and performance of 
the product will be different from some smart watches in the current market. You can 
vote in the social network with flash form, and you can have a 360 ° view of the LV 
new smart watch products. You have access to the relevant artist information. In the 
selection process, you can check the relevant information LV, including but not 
limited to brand culture, designer style and design process. You can also get the 
necessary support. You can share your voting contents on the social network, and the 
LV Group will choose the most popular one in all designs for production. 
 
Scenario 7: You are invited to participate in the New Product Development 
process of Starwood's Marriott Travel Brilliantly new service through the social 
network. You can select your favorite travel service. The following areas are 
available for all the design: Technology; Eating & Drinking; Work & Play; Health & 
Wellness; Style & Design. 
 
 
You can participate through the social network, participate in the platform using 
flash form, you can get all of Starwood's hotel service information. In the selection 
process, you can consult historical travel services related information, including but 
not limited to food and beverage arrangements, food service themes and design 
process. You can also get the necessary support. You can share your voting contents 
on the social network, and the Marriott Group will choose the most popular one in all 
designs to serve. 
 
Scenario 8: You are invited to participate in the New Product Development 
process of Starwood's Marriott Travel Brilliantly new smart APP through the social 
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network. You can select your favorite design including booking service, smart 
check-in, wireless door Card, smart room facilities control, GPS service, print 
service, resort payment and so on. he following areas are available for the design: 
Technology; Eating & Drinking; Work & Play; Health & Wellness; Style & Design. 
 
 
You can participate through the social network, participate in the platform using 
flash form, you can get all of Starwood's hotel service information. In the selection 
process, you can consult historical travel services related information, including but 
not limited to food and beverage arrangements, food service themes and design 
process. You can also get the necessary support. You can share your voting contents 
on the social network, and the Marriott Group will choose the most popular one in all 
designs to serve. 
 
Please truthfully answer the following questions after you participate in the new 
season LV handbag/ Starwood's hotel service new product development: 
 
The following questions relate to your perception of the value of the brand. 1 
for "strongly disagree" and 7 for "strongly agree". 
 
The following questions relate to your perception of the value of the brand. 1 
for "strongly disagree" and 7 for "strongly agree". 
 
A. Consumer Perceived Value 
     1   2    3    4   5   6   7 
1. Products/Services has consistent quality.     
                                      
2. Products/Services would make me want to use it. 
                                      
3. Products/Services offers value for money.   
                                      
4. Products/Services would make a good impression on other people. 
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B. Purchase Intention  
1. I would consider buying the co-created product/service. 
                                      
2. It is possible that I would buy the co-created product/service. 
                                      
3. I will purchase (the co-created product) the next time I need a (product/service). 
                                      
4. If I am in need, I would buy the co-created (product/service). 
                                      
 
C. Consumer Loyalty  
1. When I need to make a purchase, this product/ service of this brand is my first 
choice. 
                                      
2. I like using this product/service of this brand. 
                                      
3. To me this brand is the best brand. 
                                      
4. I believe that this is my favourite luxury brand. 
                                      
 
D. Word-of-Mouth 
1. I would like to pass along information about co-creation, brand and product, or 
services from LV's social media to my friends. 
                                      
2. I would like to upload contents from LV's social media on my Wechat or micro 
blog. 
                                         
 
PART II : Personal Information 
1. Gender： Male     
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    Female 
2. Age： 20 years old or below    21-25 years old    
    26-30 years old       31-45 years old      
       31-45 years old     51 years old or above 
3. What is your household income? 
 100,000 and below  100,000-20,000  200,000-300,000  
 300,000-400,000  400,000-500,000 500,000 and above  
4. Which social network do you use most? 
Wechat        Weibo（Sina/Tencent/Other）   
QQ，QQ Space   Ali（Taobao/Tmall）  
 Facebook,Twitter, Ins, etc.     Others 
5. How often do you use social media? 
 Daily    Once 3 days   Once a week  Never 
 
Thank you for your participation! 
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Appendix G: Main Study 2 Questionnaire (Chinese Version) 
消费者价值共创调查问卷（中文版） 
您好，我是香港岭南大学研究型硕士研究生，我的毕业论文需要针对奢侈
品消费者忠诚度和购买意向进行情境试验。该问卷包括两个部分，第一部分请
您仔细阅读下列的情境，并根据您的真实想法进行回答；第二部分请根据您的
实际情况填写问卷。 
谢谢您的合作！您的答案将会保密，不会用于任何未经许可的用途。 
第一部分：情境问卷 
情境描述 1：您被邀请通过社交网络参与LV（Louis Vuitton，路易威登）
新一季产品的开发过程，设计的主要产品是新一季的MONOGRAM 系列手袋，
该系列手袋的现有外观如下图， 
 
您可以通过社交网络提交您的设计作品，参与平台采用flash形式，您可以
使用LV现有的材料（包括皮革、金属双拉链、棉布内衬、铆钉、内贴袋布料等
），您所提交的设计方案会由专业的工人进行制作。在创作的过程中，您可以
查阅LV的相关资料，包括但不限于品牌文化、制作工艺及流程。您还可以获得
必要的支持。您提交的制作方案可以上传到社交网络，LV集团会在所有的设计
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中选择共同性加入到新一季的产品中，或将您的设计直接制作成新一季的产品
。 
 
情境描述 2：您被邀请通过社交网络参与LV（Louis Vuitton，路易威登）
新款智能手表的创意设计，设计的主要产品是LV新推出的智能手表，该产品的
外观和性能都将不同于市面上现有的智能手表，您可以通过社交网络提交您的
设计作品，您可以设计智能手表的外观以及内在功能。参与平台采用flash形式
，您可以使用LV现有的材料和品牌信息，您所提交的设计方案会由专业的工人
进行制作。在创作的过程中，您可以查阅LV的相关资料，包括但不限于品牌文
化、制作工艺及流程。您还可以获得必要的支持。您提交的制作方案可以上传
到社交网络，LV集团会在所有的设计中选择共同性加入到新一季的产品中，或
将您的设计直接制作成新一季的产品。 
 
情境描述 3：您被邀请通过社交网络参与喜达屋万豪酒店旅游地（
Starwood's Marriott travel brilliantly）新的旅游服务的设计环节，您可以设计自己
喜欢的旅游服务。以下是现有的可供设计的领域：依次为科技；餐饮；商务及
休闲；健康及运动；风格及设计等。 
 
 
 
您可以通过社交网络进行参与，参与平台采用flash形式，您可以获得喜达
屋旗下所有的酒店服务信息。在选择的过程中，您可以查阅历史旅游服务的相
关资料，包括但不限于餐饮安排、餐饮服务主题及设计流程。您还可以获得必
要的支持。您可以在社交网络上分享您的旅游设计，喜达屋集团会在所有的设
计中选择最具有可行性的元素加入到新的旅游服务中，或者直接将您的设计作
为新的旅游服务而推出。 
 
情境描述 4：您被邀请通过社交网络参与喜达屋万豪酒店旅游地（
Starwood's Marriott travel brilliantly）新推出的智能APP的设计环节，您可以设计
自己喜欢智能APP界面，服务内容，包括预订服务，智能check-in，无线门卡，
智能房内设施控制，GPS服务，打印服务，度假村内移动支付等。以下是现有
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的可供设计的领域：依次为科技；餐饮；商务及休闲；健康及运动；风格及设
计等。 
 
 
 
您可以通过社交网络进行参与，参与平台采用flash形式，您可以提供设计
图样或代码，您可以获得喜达屋旗下所有的酒店服务信息。在选择的过程中，
您可以查阅必要的服务资料。您还可以获得必要的支持。您可以在社交网络上
分享您的旅游设计，喜达屋集团会在所有的设计中选择最具有可行性的元素加
入到新的旅游服务中，或者直接将您的设计作为新的智能APP而推出。 
 
情境描述 5：您被邀请通过社交网络参与LV（Louis Vuitton，路易威登）
新一季产品的设计选择环节，在新一季的MONOGRAM 系列手袋产品中进行选
择，选出您最喜欢的一款设计，该系列手袋的现有外观如下图， 
 
您可以通过社交网络进行投票，参与平台采用flash形式，您可以360°浏览
LV新产品设计，同时还可以获得相关的艺术家信息。在选择的过程中，您可以
查阅LV的相关资料，包括但不限于品牌文化、设计师风格及设计流程。您还可
以获得必要的支持。您可以在社交网络上分享您的投票内容，LV集团会在所有
的设计中选择最受欢迎的一款进行生产。 
 
情境描述 6： 
您被邀请通过社交网络参与LV（Louis Vuitton，路易威登）旗下新推出的
智能手表产品的设计选择环节。您可以在众多设计方案中选择最喜欢的一款，
并通过社交网络进行投票及分享，参与平台采用flash形式，您可以360°浏览LV
新智能手表的产品设计，同时还可以获得相关的设计师信息。在选择的过程中
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，您可以查阅LV的相关资料，包括但不限于品牌文化、设计师风格及设计流程
。您还可以获得必要的支持。您可以在社交网络上分享您的投票内容，LV集团
会在所有的设计中选择最受欢迎的一款进行生产。 
 
情境描述 7：您被邀请通过社交网络参与喜达屋万豪酒店旅游地( 
Starwood's Marriott travel brilliantly）新的旅游服务的设计选择环节，您可以从已
有的设计中选择自己喜欢的旅游服务，设计所包括的领域：依次为科技；餐饮
；商务及休闲；健康及运动；风格及设计等。 
 
 
 
您可以通过社交网络进行参与，参与平台采用flash形式，您可以获得喜达
屋旗下所有的酒店服务信息。在选择的过程中，您可以查阅历史旅游服务的相
关资料，包括但不限于餐饮安排、餐饮服务主题及设计流程。您还可以获得必
要的支持。您可以在社交网络上分享您的选择，万豪集团会在所有的设计中选
择最投票最高的加入到新的旅游服务中。 
 
情境描述 8：您被邀请通过社交网络参与喜达屋万豪酒店旅游地（
Starwood's marriott travel brilliantly）新推出的智能APP的设计选择环节，您可以
从设计方案中选择自己喜欢智能APP界面，服务内容，包括预订服务，智能
check-in，无线门卡，智能房内设施控制，GPS服务，打印服务，度假村内移动
支付等，也可以参与APP的初步测试过程。 
您可以通过社交网络进行参与并分享，参与平台采用flash形式，您可以获
得喜达屋旗下所有的酒店服务信息。在选择的过程中，您可以查阅必要的服务
资料。您还可以获得必要的支持。您可以在社交网络上分享您选择的APP设计
，万豪集团会在所有的设计中选择最投票最高的方案推出新的智能APP。 
 
 
在您参与LV及Starwood's Marriott travel brilliantly新一季产品开发活动后，
请您如实回答下列问题： 
 
一、品牌价值感知 
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以下问题是针对您对LV品牌的价值感知。1表示“非常不同意”，2表示“不同
意思”，3表示“有些不同意”，4表示“既不同意也不反对”，5表示“有些同意”，6
表示“同意”，7表示“非常同意”。 
 
 1   2   3   4   5   6   7 
5. 购买的商品/服务质量感知符合一贯的预期。         
                                      
6. 我很希望使用该商品/服务。                 
                                         
7. 通过参与活动，让我感到为该品牌的商品/服务付的钱是值得的。 
                                         
8. 该品牌商品/服务的会使别人对我产生好的印象。 
                                        
二、消费者购买意向 
1. 我会考虑购买参与创造的产品/服务。    
                                        
5. 我有可能会购买参与创造的产品/服务。 
                                        
6. 在我下次需要的时候，我会选择该品牌的产品/服务。 
                                     
7. 如果我现在需要的话，我会购买参与创造的产品。  
                                        
 
三、消费者忠诚度 
1. 当我需要购买该类产品/服务的时候，该品牌是我的第一选择。 
                                        
2．我喜欢使用这个品牌的产品/服务。 
                                         
7. 对我来说，该品牌是最好的。 
             
8. 我认为这是我最喜欢的品牌。              
 
四、口碑 
1. 我会向朋友传递关于共同创作，品牌和产品或服务的信息。 
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2. 我会将LV在社交媒体上的内容和活动上传我的Wechat或微博。 
                                      
 
第二部分：个人信息 
6. 性别： 男     
  女 
7. 年龄： 20岁或以下   21-25岁    26-30岁    
 31-45岁   46-50岁      51岁或以上 
8. 您的家庭收入是多少？ 
10万元以下   10-20万元   20-30万元    
30-40万元   40-50万元    50万元以上 
9. 您最常使用的社交网络为？ 
微信   微博（新浪/腾讯/其他）  QQ，QQ空间   
阿里旺旺（淘宝/天猫）  Facebook, Twitter, Ins等     
 其他 
10. 您使用社交媒体的频率为？ 
每天使用   平均三天一次   平均一周一次  
从来不用 
 
感谢您的参与！ 
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